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| PLEASE CUSTOMERS 


BY FEATURING THE LOCK 
with the 


“STEEL BAR OF PROTECTION” 


The No. 10 YALE Deadlock is one of the strongest locks 
ever made—a lock that is distinguished for the depend- 
able protection it gives. This is known as the “steel bar 
deadlock” because a turn of the knob on the inside, or 
of the key on the outside, throws a massive bar of hard- 
ened steel across the door stile and jamb. The bolt (11/2 
in. wide, ¥% in. thick) has a full 1¥% in. throw and even 
when in locked position it extends through the rear of 
the case. This is an excellent lock to feature because 
your customer has merely to handle it to realize the 
security it affords. 


———EE 





NEW...NON-REMOVABLE SCREWS! 


The No. 10 YALE Deadlock with cylinders both outside and inside 
(instead of the knob inside) is now equipped with screws that 
cannot be removed. This means that, as in the case of a garage, 
for example, if entry is gained through a window the door con- 
not be opened. It is an extremely important improvement and 
one which gives you a splendid sales point to stress. 





| FEATURE THE “PERSONAL LOCK” AS A 
CHRISTMAS GIFT 


Here is a highly useful and practical gift—a gift of real security. The personal 
lock is an outstanding YALE achievement. This remarkable device will lock virtu- 
ally any ordinary door. It is quickly and easily applied without the use of tools— 
not permanently attached but can be instantly removed to be changed from one 
door to another. It is ideal for the traveler to use on hotel room and closet doors, 
for closet and other doors in the home and to give added security to entrance 
doors. You can profit liberally by putting forth a little special effort on the 
Personal Lock during the holiday season. 





It will pay you 
to keep this unique 


THE YALE & TOWNE MFG, CO, txt prominentty ais- 


played and demonstrate 
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The Truth Sells Merchandise... 


THAT’S WHY WE SAY 


"Tis Thermos or *Tisn’t Thermos* 








I SPENT the month of September 
traveling in the United States from 
coast to coast, making a first-hand 
investigation of Thermos sales. My 


trip was not made in the interest of 


volume, for the 1934 Thermos vol- 
ume has been very gratifying. What 
I sought was a more detailed know!- 
edge of the foreign-made bottle 
situation. 


Some merchants think they must 
stock these foreign bottles as a price 
offering. 


They forget that the American pub- 
lic has been educated to Thermos 
standards and Thermos values over a 
period of 27 years. 


They forget that millions of pur- 
chasers have been thoroughly satis- 
fied to buy the authentic Thermos 
product at $1.00 or less. 








, —_—_———_j 
"Tis Thermos | 


or ’Tisn’t Thermos | 


During 1934 a large number of vacu- 
um bottles of foreign manufacture 
have been offered for sale in the 
United States. 


Some of these bottles have actually 
been labeled Thermos—a direct in- 
fringement of the_ Thermos Trade- 
Mark. Such misuses of the Thermos 
name are illegal and the offenders are 
liable to suits for damages and re- 
straint. 


Other foreign-made bottles, while 
not labeled Thermos, are being sold | 
to careless buyers who are allowed to 
assume that they are buying the au- 
thentic Thermos product. 


Be watchful the next time you buy. 
Remember that these foreign bottles 
are aggressively looking for your dol- 
lar. In doing so they are, directly or 
indirectly, trying to trade on the 
Thermos good name. 

From the Thermos advertise- 

ment in the Saturday Evening 

Post, issue of November 17th. 
—AND THERE WILL BE MORE. 








advertising campaign which was so 
successful 11 years ago. The first 
message appeared in the November 
17th issue of The Saturday Evening 
Post. 


This campaign tells the truth about 
Thermos. And the truth will sell 
Thermos Bottles against any other 
line in the world. It will sell Thermos 
even at a slightly higher price. 


‘Everywhere I went on my coast-to- 
coast trip I found that those stores which 
gave Thermos representative display 
were moving Thermos products in 
profitable volume. I found that the 
public is Thermos-wise and ready 
to concede Thermos preference when 
given the chance to buy this leader 
in its field. | found that the public 
is not willing to take chances on a 
vacuum bottle for the sake of saving 
only a few pennies. 


They forget that a substantial part of the public puts a 
limit on how much they will compromise with quality to save 


a few cents. 


Such merchants, however, are in the minority and the 
majority of dealers who concentrate on the Thermos line — 
the greatest values Thermos ever offered — are making 
steady and increasing sales. 


To support these dealers and to insure their patronage 
Thermos has revived the "Tis Thermos or ’Tisn’t Thermos 


Please write me asking fora reprint of The Saturday 
Evening Post advertisement and the “Tis Thermos Or 
‘Tisn’t Thermos booklet. Get the truth about Thermos. Tell 
the truth to your customers. And the truth will sell. 


yt Vice President 


THE AMERICAN THERMOS BOTTLE Co. 
Norwich we Conn. 


* The name Thermos is a registered trade-mark and the sole property of The American Thermos Bottle Company. 
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THE WOOSTER BRUSH CO., has introduced 


practically every important improvement in 


brush history during the last 83 years. 


.-.to give the dealer a brush name and 
trade mark backed by National Advertising 
... and the only one. 


... to develop an efficient, low temperature 
setting (FOSS-SET) thus preserving the 


natural bristle oils. 


...to build a nickeled, steel ferrule brush 
(SHASTA) with convex handle giving nat- 
ural chisel to bristles without strips and 
without nails. The most imitated brush in 
America. Still exclusively Wooster. 


... to develop the Concave Wall Brush and 
... also first to develop the Solid Center 
Stucco Brush. Both patented, both exclu- 
sively Wooster. 


cOSS-SEY ain aa 
Ezgiel  ANGH i 


... to build a tackless brush (NOTAX) with 
a patented lock bead that holds the bristle 
setting with a vise-like grip. Still the only one. 
... to perfect a simple, efficient brush mer- 
chandising plan for dealers . .. The Wooster 
Sampler Brush Selling System. 


... to introduce a simple, all-metal BRUSH- 
KEEPER that seals the bristles air-tight... 


an exclusive Wooster feature. 





WOOSTER 
ALL-METAL 
BRUSH-KEEPER 


NO WONDER DEALERS SAY THEY CAN 
SELL MORE WOOSTERS AT BETTER 
PRICES THAN ANY OTHER BRUSH 


The Wooster Brush Co., 
Wooster, Ohio. 
Please send details of the WOOSTER 


WOOSTER «=: BRUSHES Ea 
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Lasts Longest 


Without 
Replacement 











A good way to win customers 
for screen wire cloth is to 
offer them a certain brand 
that will last longest without 
replacement. That certain 
brand is 





Each Roll Shipped in Individual Fibre Carton 























Cortland 


GRAY-WICK 
Screen Wire Cloth 


It is properly electroplated with a 
heavy ZINC Coating — then thor- 
oughly enameled with durable White Weaving Wire Screen Cloth 
Pigmented Varnish—a double protec- 

tion against corrosion. Made from 

Copper Alloy Open Hearth Steel—full 

gauge rust-resisting wire drawn in our own mills. We control every opera- 
tion from raw material to finished product. 


Cortland GRAY-WICK is so woven that it always lays FLAT when 
unrolled on floor or counter—never wavy—a great advantage to all who 
make screens, as it is difficult to apply a wavy cloth to frames and not have 
it show the wave. 

It holds its pleasing Gray color long after being exposed to the atmosphere. 
Sell it with confidence. 








Your Jobber will supply you. 





e@e 
Other popular Cortland 
brands: Cortland Black, 
Cortland Bronze, Cortland 
Ultra Premier and Cortland 
Copper. 


All grades of our Screen 
Wire Cloth are made to 
comply with specifications 
adopted by the Bureau of | 
Standards, Department of 

Commerce, SPR 122-31. 
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HE WENT OUT TO LUNCH - 
AND *iome THE BACON — 





Just had lunch with Jim Watkins, Boss. He’s clerking for that Great! Jim says they’re doing a whale of a business with 
new hardware outfit over on Mai> &reet. painters. 





How are they doing? Yeah... how come? 





They put in a real painter’s line. Maybe you did but you didn’t build your line around Dutch 
Boy White-Lead. That’s what seems to bring in the painters 


’ 2 > 
Don’t make me laugh. I suppose J never tried that? who spend real money. 


There might be something in that. 





Why Dutch Boy Brings the Volume Buyers 


Painters’ business is volume business. When they 
buy they buy in worth-while quantities. The mer- 
chant who gets their business is the one whocarries 
everything they want. e One of the items they con- 
stantly demand is Dutch Boy White-Lead. So, 
when you make Dutch Boy the cornerstone of 
your painters’ line, you’ve taken the most impor- 
tant step in the direction of volume sales. e The 
preference that exists for Dutch Boy White-Lead 








alsoextends to the other members of axe 
; ° ies so and 

the Dutch Boy family listed below. 
Sure there is. They make Dutch Boy the cornerstone of the line. NATIONAL LEAD COMPANY ; 
So when a painter comes in to buy white-lead, he buys all his RA, 111 Broadway, New York: 116 Oak St.. Buffalo: 900 W. 18th St., Chicago: 659 \ 
other supplies there too... runs into plenty of money every time. See es” Ste eth Ge “Sins Peareoen ational Barker iced Ge 

800 Albany St., Boston; National Lead & Oil Co of Pa., 316 4th Ave. 

Bert, you’re right! Put it there! I never figured it out that way. Sexee Pittsburgh; John T. Lewis & Bros. Co., Widener Building, Philadelphia; 











Get your pencil out and we’ll make up that Dutch Boy order now. 


9 utc Boy @747:" WHITE-LEAD 


LINSEED OIL — FLATTING OIL — LIQUID DRIER — WALL PRIMER — COLORS-IN-OIL 
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Mok and more rope users are swinging towards Plymouth THE NEW way 
Ship Brand Manila because it gives them longer, more depend- TO SELL ROPE... 
able service and consequently lower rope cost. 

Rope of inferior quality doesn’t make satisfied customers. 
Therefore, every rope user is a potential customer, sooner or 
later, for the dealer who sells Plymouth Ship Brand Manila — 
Highest Quality Rope. 

Put your selling effort behind Plymouth Ship Brand Manila 
Rope because its purer, finer, tougher fibre, its greater strength 
and longer life, will make steady satisfied customers for you. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass. and Welland, Canada 


Sales Branches 
New York, Chicago, Boston, Baltimore, Cleveland, New Orleans, San Francisco 


The Plymouth Rope Sales-Maker 

ry) \ ‘p> b 
ij Y} reminds customers of their Rope 
needs, increases your Rope sales 
ill o : and profits, sells greater variety of 
MANILA ROPE Rope sizes, saves time in hand- 
7354 ling Rope. Full details on request. 


THE ROPE YOU CAN TRUST 
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the bird is being carved it's the 
meat that really counts. When screen 
cloth is being sold it's the quality that really 
counts. Your customers will want a durable, 
uniformly woven galvanized cloth of bright 
zinc coated attractive appearance which will 
not curl or bulge. It will profit you to sell 
Cyclone ‘Red Tag’’ wire screen cloth. 


There are no ‘“‘feathers’’ on Cyclone ‘Red 
Tag” screen cloth, covering inferior materials 
or workmanship. It is second to none in qual- 
ity and appearance because— 


Wire made of special analysis steel most suitable 

for the purpose and controlled by Cyclone from 
ore to finished product is used in all ‘‘Red Tag’’ steel 
Screen Cloth. 


The most advanced methods are used in the 
making of ‘Red Tag’’ cloth. New and modern 
galvanizing equipment and formulas for galvanizing 


NOT the | & 
F EATHERS hie 


enable us to insure the finish demanded by your 
trade. Nothing but the highest grade of spelter heavily 
and evenly applied is used to produce this genuine 
galvanized finish. 
Inferior equipment, antiquated methods, lower 
grades of spelter which decrease manufacturing 


costs but sacrifice quality are NOT used by Cyclone. 


Cyclone galvanized, bronze, and copper screen 

cloth is additionally protected by a transparent 
coating of high quality lacquer, thus preserving its 
natural color and adding to its life. 

Experiments are continually being made to 

develop better wire screen cloth and you are 
assured that all of the successful improvements are 
incorporated in Cyclone ‘Red Tag”’ screen cloth. 

All Cyclone cloth is manufactured with two-wire 

selvage and each roll is individually packed in a 
strong fibre-board container. 

Cyclone “Red Tag’’ Painted Black, Galvanized, 

Copper, and Bronze cloth are all of equally high 
quality. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 
SUBSIDIARY OF UNITED\QS STATES STEEL CORPORATION 


Pacific Coast Division: Standard Fence Company Oakland, Calif. 
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The latest and finest self-oiling deep well power 
pumps ever produced by MYERS—we now offer 
them to the trade as unmatched for quality and 
performance. New features and improvements to 
increase their efficiency and lengthen service years. 
New performance values that mean greater satisfac- 
tion to the user. Built and machined to the finest of 
mechanical standards. Easy to install and operate. 
Wear and care free. Compact, durable and depend- 
able. Qualities that are apparent and win instant 
recognition of the prospective purchaser. Then, 
too, prices are still exceptionally low and favorable. 
And Myers National Advertising continues. 

It will be to your advantage to immediately in- 
vestigate the newest developments in MYERS 
SELF-OILING DEEP WELL POWER PUMPS. 


Write our Engineering Department for particulars. 
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Your experience in the sale and installation of deep well atusting nok © eat 


power pumps parallels our own—unless the pump itself is cor- 


rectly built and has the stamina to carry heavy loads and strains, No. 9 or to adjust belt Cleaning Bear- 
trouble quickly develops. Wear, breakage and leakage are the f-Oiling and ‘Self- 
result. Service calls are frequent and users are dissatisfied. The No. 10 sel i above 
story is short but strikingly true. The moral is sell the improved ings- delivers oil on post 
line of MYERS SELF-OILING DEEP WELL POWER PUMPS No. 11 Oil Pump ¢¢ 
exclusively and profit accordingly. ‘ cross head. all working parts 
No. 12 Perfect Oil Bath : ing Projection ct 
—_— — — r Case Suppo \ 
Tz F.E.MYERS & BRO.éo. No. 18 Get CA lg of wet 





ASHLAND, OHIO. 


PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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MR. JOBBER! 
By 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 

AN IMPORTANT JOBBER, who had recently taken on the Clover Color- 
wer - Stripe line of Coated Abrasives, wrote me a personal letter, from which I 
fer quote: 
and . 
s to 
ars. “I can assure you with all sincerity that it was a 
~ real pleasure to place the order with your firm. It 
ate. is not a courtesy order; we have, as you know, had 
nd- a very good contact on abrasive papers, but we 
oe believe that your product, aside from the quality, 
ble. carries tremendous good-will and popularity, and 

we expect to do a nice business with it.”’ 

in 
RS 
PS. Please note his statement that, while high quality is to be found in our 
—. goods, there is also an element which cannot be ignored — Dealer- 

Acceptance. 

Please don’t consider it bragging when I state that dealers, very gen- 
erally, everywhere would rather handle Clover products — on an equal price- 
basis. It’s an exact statement of fact—easily demonstrated. As for the con- 
sumer, he is not “brand conscious’”—what he wants is quality at the right price. 

He can get just that in Clover products. 

Have you, Mr. Jobber, considered the great supplemental advantage 
you would gain through stocking Clover products—Dealer-Appeal? It would 
help in all your relations with the dealer! 

Our products are as good as the best—prices 
always right—plus enthusiastic Dealer-Acceptance, 
rarely to be found. Think it over! 

E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 
CLOVER MANUFACTURING COMPANY ancniiaiindbeminens 
Red-Stripe Turkish Emery Cloth—for polishing. 
NORWALK, CONN., U.S.A. Yellow-Stripe Aluminous Oxide Cloth—for cut- 
| ting hard metals. The universal shop abrasive. 
SANDPAPERS Orange-Stripe Garnet Paper—for wood-working. 
Orange-Stripe Garnet Cloth. 
METAL-CUTTING PAPERS AND CLOTHS . | Clover Grease-Mixed Grinding Compound. 
WOOD-WORKING PAPERS AND CLOTHS Gover Woter Siined Vaive-Grinding Seupees=. 
Name 
CLOVER GRINDING AND LAPPING COMPOUNDS Address 
; Character of Business 
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Actual size of sheets 9% by 12 inches 
over all; writing area z 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 









Your STOCK TAKING 
WITH THIS 


NEW AND CONDENSED / 
HARDWARE AGE INVENTORY Form , 


SIMPLIFY 


asked 1000 leading retail hardware 
merchants to help us design this new 
HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to a line. Your dollar in- 
vestment provides inventory entry space for 
11,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 
easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 


HARDWARE AGE 
239 West 39th Street 





New York City 


HARDWARE 





AGE 
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For Heating and Ventilating Systems 
and All Known Uses in Sheet Metal Working Fields 
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r | ‘HERE is scarcely a piece of construction or 
fabrication in these modern times which 
does not utilize sheet metal in some form. 





In fields of industry, transportation, and 
construction, and in lines of re-manufacture 
where sheet metals are used, AMERICAN 
Sheets will prove a distinct asset to better 
business. They are correctly produced in 
every detail—and are sold RIGHT. 

This Company’s brands are recognized symbols of ex- | 


cellence and quality, and provide a ready means of 
identifying products that are well made and reliable. 






















AMERICAN products are sold by leading metal mer- Electrical Sheets, Tin and Terne Plates = also U S S High 
chants. Write for full information on Black and Galvanized Tensile Steel Sheets, and USS Stainless and Heat Resisting 
Sheets, Formed Roofing and Siding Products, Sheets for Steel Sheets and Light Plates. Literature describing these 
Special Purposes, Cold Rolled Sheets, Enameling Sheets, products will be sent upon request to nearest Sales Office. 








American Sheet and Tin Plate Company 


Senneas. OrFices: Frick Building, Pitrssuren, | » Pa. 


- DISTRICT SALES OFFICES: 
PITTSBURGH, Pa., Frick Building CHICAGO, ILL., 208 So. La Salle St. Building New York, N. Y., 71 Broadway DETROIT, MicH., General Motors Building 
CINCINNATI, OHI0, Union Trust Building DEeNnveER, COLO., First National Bank Building St. Louis, Mo., Mississippi Valley Trust Building 
Houston, Tex., Petroleum Building PHILADELPHIA, Pa., Widener Building BIRMINGHAM, ALA., Brown-Marx Building 
Pacific Coast Distributors ~ COLUMBIA STEEL COMPANY, San Francisco, Calif. Export Distributors — UNITED STATES STEEL PRODUCTS Co., New York, N. Y. 
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ON THIS §S 


Get these popular Taylor Household 
Thermometers and beautiful FREE DISPLAY 


Total selling price . . . 
Costtoyou. ..... 


 @ «6.6 ee ee 


or 40% on selling price 


SEE YOUR WHOLE 


OU can make sales of this fast- 
moving profitable Taylor As- 
sortment go even faster with this 
colorful, eye-appealing “Indoors 
and Outdoors” display. Place it in 
a prominent position in your store 
and BANG! Watch the sales! 
Here’s a reminder to your cus- 
tomers of unusual, but appropriate 
Christmas gifts. All Taylor Ther- 
mometers are accurate, durable— 
They’re made with scientific pre- 
cision. Christmas gift suggestions, 
yes, but steady sellers all year, too. 
Act now and ask your wholesaler 
to send you this special assortment 
and the free display. Taylor Instru- 
ment Companies, Rochester, N. Y. 


Prices slightly higher west of the Rockies and in Canada. 


PECIAL ASSORTMENT 














$12.00 
7.20 


$4.80 





SALER 











‘Taylor 





INSTRUMENTS 
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MEDIUM HARD WIRE 


MEANS STRENGTH 
an Important Sales Point 


A HARD and tough fighter can always 
whip one that is soft and flabby. American 
Steel & Wire Company Zinc Insulated Fence is 
not made of soft wire—but of medium hard 
wire. As a result the fence will not sag after 
change in temperature. This is but one 





208 South La Salle Street, Chicago 
94 Grove Street, Worcester 






of many points that have made this product the 
outstanding sales leader—and that assures a 
steady and profitable volume for dealers who 
feature it. Send for complete and detailed facts. 
We have an important merchandising message 
for you. 








AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED 


STATES STEEL CORPORATION 
AND ALL PRINCIPAL CITIES 


Empire State Building, New York 
First National Bank Building, Baltimore 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 











Export Distributors: United States Steel Products Company, New York 
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Why the new 1935 


EDISON MAZDA DISPLAY SERVICE 


should help you sell more 


lamps than ever before! 


im NEW 1935 Edison MAZDA display service offers you a 
tremendous opportunity to cash in on the publicity of the 
Better Light-Better Sight program. You know how the public 
is responding to the mighty barrage of Better Light-Better Sight 
advertising, publicity, and educational and sales promotion work. 
Every indication is that the coming months will be among the 
biggest lamp selling months in the history of the industry. 


Now—this month—you’ll want to subscribe for the new 1935 
series of Edison MAZDA displays—the finest yet proauced by 
General Electric. And in addition to the powerful, pre-tested 
display pieces themselves, the high spot of the 1935 service is a 
marvelous new display device... . the ‘‘Flexilight’’ Base which 
permits unlimited, flexible display arrangements and innumer- 
able lighting effects. 


If you haven’t yet subscribed for this new display service, by all 
means ask your lamp jobber to show you the broadside telling 
the complete story of the 1935 Edison MAZDA lamp display 
service. In the meantime, sign your name to Edison MAZDA 
lamp advertising and cash in more fully on the Better Light- 
Better Sight program by doing the three things illustrated at the 
right. General Electric Company, Nela Park, Cleveland, Ohio. 


The “Flexilight” Base sets a new 
standard in ingenuity and effective- 
ness in the display field. It permits 
unlimited, flexible display arrange- 
ments and many lighting effects 
... part of the new 1935 Edison 
MAZDA lamp display service. 








1 Put the Window Display Service to work promptly. 
It will help identify your store as a Better Light- 
Better Sight headquarters. 





2 Mount an Edison MAZDA Lamp advertise- 
ment from a current magazine on cardboard. 
Place on prominent counter and pile lamps around it. 





3 Ask customersto buy. Study Edison MAZDA’S 
Better Light-Better Sight advertisements and 
use their talking points to help you sell lamps. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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Cooperative Advertising— 


Fifteen months ago, HARDWARE 
AcE told the story of the Eagle Hard- 
ware Stores, Cleveland, Ohio. Their 
successful experience with a weekly 
newspaper advertising 
campaign has stimulated the forma- 
tion of ‘similar groups in Akron, 
Toledo, Detroit, Chicago, Buffalo. 
Richmond, Cincinnati, Louisville, Co- 
lumbus, Washington, D. C., and else- 
The Eagle plan has been in 
Last 
month neighborhood dry goods stores 


cooperative 


where. 
operation nearly two years. 


in Cleveland organized to work along 
the same lines as the Eagle stores. It 
is understood that such stores in other 
cities will follow suit. The Eagle 
group has nearly 100 participat- 
ing members strategically located 
throughout the metropolitan Cleve- 
In other cities where the 
plan is being used, equally represen- 


land area. 


tative store groups are reported. The 
plan is successful. To act as a clear- 
ing house for the exchange of expe- 
riences, these several groups have 
formed an Interstate association. In 
my files are letters from wholesalers 
and dealer groups in at least twenty 
other cities asking for details and for 
help in getting under way for the same 
program. 


Collective Buying— 


In recent months, it is apparent that 
some factors interested in the cooper- 
ative dealer advertising groups are 
preaching collective buying. In my 
judgment, such a policy will ruin 
quickly and completely such dealer 
groups. The success of the coopera- 
tive merchandising activities, in all of 
the cities mentioned, has been due in 
no small measure to the support from 
wholesalers. Each dealer has trans- 
acted his own buying and credit ar- 
rangements on a strictly individual 
basis. Each bought where and as he 
pleased and the group at large had 
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By CHARLES J. HEALE 


Editor, Hardware Age 


no responsibility for the buying or 
credit of any member. In the past, 
collective buying by dealer groups has 
ruined more cooperative retail activi- 
ties than any other single factor. The 
function of wholesaling must be per- 
formed by someone and cannot be 
performed without cost. The function 
can and has been transferred but can- 
not be eliminated, nor can the cost be 
eliminated. It too is transferred, 
when dealers or groups of dealers un- 
dertake the wholesale function. This 
is fundamental and I would warn 
every active and prospective group of 
cooperative dealers to avoid “monkey- 
ing with the buzzsaw of collective 
buying.” For the few instances where 
such practices have even survived 
there are many more examples where 
they have ruined the cooperative 
group and in many cases ruined indi- 
vidual businesses. 


Ideas and Arguments— 


Over the past week end I read care- 
fully a dozen business papers pub- 
lished in non-competing fields. These 
I had gathered from various sources, 
hoping for some inspiration which 
might develop into useful editorial 
material for our readers. If retailers 
in the hardware field can obtain ideas 
from other retail fields the same plan 
should work in the publishing busi- 
ness. Imagine my dismay when all I 
could find was arguments—often ar- 
guments in prcpaganda for the trade 
being served, a thoroughly useless ef- 
fort. For example—in one distribut- 
ing field, a paper going exclusively to 
that field devoted much space and 
rhetoric to arguing on the economic 
necessity of such distributors, but in 
the issue I read gave not a single line 
of methods, ideas or experiences 
which might aid such distributors jus- 
tify that exalted position. So I came 
to the conclusion that while argu- 


g Ourselves 


ments are interesting, IDEAS ARE USE- 
FUL. That has long been the editorial 
objective of this publication and in 
that thought is a sales message for 
hardware salesmen. So often a sales- 
man will bear down on the prospect 
with arguments, competitive claims. 
etc., instead of inspiring a sale with 
ideas on how the goods, equipment 
or services may be used by the pros- 
pect. The same can be true of ad- 
vertising appeal. Let us remember 
that “Arguments are Interesting but 


Ideas are Useful.” 


$100 for Tool Windows— 
In this issue, on page 23, is an 
announcement of interest to every 
hardware store window trimmer—a 
chance to earn $100 with a good 
window display featuring the hand 
or power tools, (or both) used in 
Or the display 
can feature some of the handiwork 
of local Home Craftsmen. Aside 
from the opportunity to win a prize 
in this HARDWARE AGE window dis- 


play contest, such a window display 


Homeworkshops. 


will help stimulate your sales of 
tools to the Homeworkshop fans in 
your town. Mr. Ryder’s message to 
the recént Atlantic City Convention 
is also told in this issue and gives 
idea of the 
growth of the Homeworkshop Idea. 
Be sure to read it and get started on 
your contest window display. 


you an tremendous 


Atlantic City Talks— 


The Atlantic City Convention mes- 
sages of A. D. Whiteside, J. E. Wood- 
mansee, Frank R. Kent and Hon. Bain- 
bridge Colby have been reprinted in 
convenient pocket-size booklet form. 
Having requests for two or three thou- 
sand copies of each of these four talks. 
HaRDWARE AGE made up sufficient 
quantity for subsequent requests and 
will be pleased to furnish copies of 
any or all of these four messages. 
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William E. Mitchell, president of the Spokane Homecrafters with a 
combination desk and cabinet file he constructed of solid walnut. 


Above: C. Hitt in his shop at Rockford, Ill. 


The 


REE years ago Ray De Long 

of Rockford came to see me. 
Both of us were homecraft bugs. 

We talked about this, that and the 
other thing and said, “Why not 
start a homecraft club in Rockford? 
We ought to be able to get 15, 20 
or 25 fellows together, form a little 
club and have some interesting meet- 
ings.” So we took about 35 names 
of fellows we knew had home work- 
shops of some kind. To them we 
sent postcards. We had a fair no- 
tice in the newspapers that those in- 
terested in the home workshop idea 
were to meet at the Musicians Union 
Hall. The meeting came off. We 
had six of those to whom we had 
sent postcards, with a total of 42 
present. We organized that evening 
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Directors of the National 
Homeworkshop Guild: Left 
to right: M. Allen Warren, 
counsel; Robert A. Horner, 
vice president; LaVern T. 
Ryder, president; E. Ray- 
mond DeLong, secretary; 
John Hendry, Carroll Carl- 
son and Bert O. Schmaling, 


directors. 


Right: A speed boat built by 
members of the club at Rock- 
ford, Il. 





workshop Clubs 


Homeworkshop Idea "207.2." 


the Rockford Homecraft Club. Be- 
cause De Long and I happened to 
be instrumental in getting the thing 
together they wished us in, myself 
as president and De Long as secre- 
tary—and we started the club. We 
figured it would be a club of home 
workshop owners, those who were 
actively interested in home workshop 
equipment, and residents of Winne- 
bago County, Illinois. That happens 
to be where Rockford is located. So 
we wrote that into our constitution 
and by-laws. I think at the third 
meeting in walked two fellows from 
DeKalb and said, “Can’t we join this 
club?” And then they began to 
come in from Belvedere, Beloit and 


* From an address to the Atlantic City 
Convention. 
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Freeport. So we killed that clause 
in the constitution and had to go 
into Stevenson and Boone Counties 
to get those members in. We had 
some very interesting meetings. It 
kept growing and before long we be- 
gan to get inquiries as to how we 
had organized the club, how we had 
started it; they would like to know 
how to start clubs; they wanted to 
start a club in their town, wherever 
it might be. 

We heard from many of them far 
away from Rockford, because it was 
the first organized homecraft club in 
the United States, and it had been 
written up in several magazines and 
newspapers as such. 

About that time we began to re- 


ceive some inquiries from the differ- 


ent homecraft magazines and home 
workshop magazines as to whether 
we were going to form a national or- 
ganization and if so who the official 
magazine was going to be. In the 
end we made a connection with the 
Popular Science Monthly. 

We found, when we started to get 
under way, that we couldn’t incor- 
porate the Rockford Club to form 
clubs. So we had to start a new or- 
ganization, the National Homework- 
shop Guild, a non-profit, incorpo- 
rated organization, whose sole aim 
and purpose was the formation and 
promotion of homecraft clubs. 

In June or July—I have forgotten 
which—of last year, we received our 
charter. But it was Nov. 1 before 
the first announcement of the Na- 


21 








tional Homeworkshop Guild came out 
in the magazine. We would have been 
well satisfied if we had 25 clubs at the 
end of the first year, and there might 
be a membership of 25 or 30 in a club, 
not any more than that. In the mean- 
time our Rockford Club had grown to 
over a hundred, and it is still growing. 
The announcement came out Novem- 
ber Ist of last year in Popular Science 
about this Homeworkshop Guild. We 
had some bulletins that we send out on 
the first inquiry. Less than two weeks 
after the first announcement came out 
I received a wire for 2000 more cir- 
culars. 

We thought we wouldn’t have many 
inquiries; we thought there weren’t 
very many interested, but we found 
there were a lot more than we had 
thought. 

We are organized as a non-profit 
organization. There are no paid officers 
or members of the Guild, which has 
only nine people who are receiving any 
pay. Not even the secretary receives 
any pay. We have a full-time paid 
stenographer at the present time. We 
had to have when the letters got up to 
150 or 200 a day. Every cent that is 
taken in goes back into service to the 
clubs. It is not to be used under our 
charter for the payment of salaries or 
anything like that, but has to go back. 
The organization of the Guild itself 
constitutes nine people. 

I believe I can bring you something 
here, show you something, that is en- 
tirely a market for tools that you manu- 
facture. I say we are keeping this 
non-commercial. We don’t need to kid 
ourselves, or you don’t need to try to 
kid yourselves that it can be entirely 
non-commercial. It can’t be, because 
without the support of the manufac- 
turers of tools we can’t go on; without 
our support you wouldn’t have any 
Homeworkshop Guild. 

You say, “Well, it is organized home 
workshops of fellows that have home 
workshops.” Now here is the peculiar 
thing that we have run into. Better 
than 80 per cent of the members of the 
clubs at the present time do not have 
a home workshop. The average tools 
that you will find, the average that the 
fellows are working with if they have 
tools at all, are a hammer, a saw, a 
plane and a square. I know—I have 
seen about 25 to 35 clubs that I have 
been to and been to the shops and 
been to see the members—what they 
have. We started, expecting to be an 
organization of people who had home 
work shops. Instead of that it has run 
into an educational proposition of those 
who haven’t the tools. They come to 
our club and all the rest of the clubs. 
They are invited to a meeting by some 
friend; they come to a meeting and 
will come up afterward and want to 
know how to get into the club. They 
are told what the requirements are, a 
dollar or $1.50 a year—the dues are 
very nominal in the clubs. And they 
are asked, “What is your hobby?” 
“Well, I haven’t got a hobby, I want 


” 
one, 
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This is not a relief proposition; we 
are not in any way connected with any 
relief agency, and I think you will 
agree with me when you look at the 
pictures I will show you of different 
groups in the different clubs, and | 
have got them scattered all over the 
United States, you will find that they 
are not people that are on the relief 
rolls at all. They are the fellows who 
know that they need something for 
relaxation: they need something for a 
hobby, something to take their minds 
off their daily work. And they are 
buying tools. Gosh, they haven’t got 
them, they are buying them and they 
are buying good tools. You will find 
this to be true, that a great many, in 
fact the largest percentage of the ones 
that I have been in almost without 
exception, they are more proud of their 
tools than of the work they turn out— 
and you know as well as I do that 
nobody can be very proud of poor tools. 

So there is a good market, a new 
market. The carpenters and the 
machinists and so on haven’t had much 
in the last three or four years to buy 
tools with—that is sure; but the home- 
craft people seem to be getting the 
money some place to buy tools—I 
know that. 


Members Dues 


The dues are 50 cents per member, 
which goes to the National. We do not 
dictate what their dues are to be. 
Very, very few of the clubs are paying 
any rental for their meeting places. 
They are getting their meeting places. 
the most of them, free—sometimes in 
a store, sometimes in a school build- 
ing. We happen, in Rockford, to be 
meeting in the Art Association rooms, 
the studio of the Art Association. 
Fifty cents per member to the National 
is entirely put back into service to the 
clubs, and you can see very plainly 
that with organized service you can 
give them a lot more for their 50 cents 
per member than they could get out 
of their own club for that. 


We publish a monthly bulletin that 
goes to the secretaries of the clubs. It 
does not go, I am sure, to each indi- 
vidual member, but you can’t do that 
on 50 cents per member per year, quite. 
But we do send this bulletin covering 
new projects, covering conduct of meet- 
ings, and speakers, where and how to 
procure speakers, and so forth, in the 
bulletin. Now none of the information 
that is in the bulletins as a general 
rule is published at all in any of the 
magazines. It is confidential and part 
of the service that they get. 

Popular Science is now devoting 
two pages a month to the activities of 
the Guild. That covers what is going 
on in the different clubs. Each month 
we send the secretary of each club— 
and we think it a clever idea the way 
we worked it out—a tracing, in place 





of a blueprint, of some project, and 
they can have as many prints made as 
they want for their club members. 

We are attempting to give them a 
program service and, gentlemen, here 
is where I want some assistance from 
you. It is just too bad that the manu- 
facturers. while a few of them have 
been willing to cooperate, have seem- 
ingly been unable to get it into their 
dealers’ heads or into their representa- 
tives’ heads that these fellows are just 
hungry to know about tools, not only 
how to use tools but they want to know 
how they are made. Some of the best 
demonstrations we have had have been 
on the making of tools. And you can 
see that if you go in and demonstrate 
the making of your particular tools, 
whatever they are, that fellow is going 
out with a pretty good idea that that 
is the tool he wants, and when he is in 
the market he thinks of that tool. 

Then we are getting together a 
“where to procure” list. We antici- 
pated very little trouble in getting this 
list together; we thought it wouldn’t be 
so hard. Well, we have a lot bigger 
job than we thought, for if you would 
realize the peculiar things they ask for, 
peculiar woods that nobody ever heard 
of before, almost all kinds of material 
that they want for different homecraft 
projects. 

Then we are giving them, section by 
section, a book list covering all books 
that might be useful to them in home- 
craft work. Now, right there you think 
of homecraft probably as being some- 
thing home niade—put together out of 
packing boxes and “home made”. | 
want to tell you positively that the 
finest things that are being made in the 
United States at the present time, ab- 
solutely the finest things, are coming 
out of the homecraft shop—and I will 
stick that up against anything that you 
can make. I will show you telescopes, 
measuring instruments, furniture that 
furniture factories don’t turn out. I 
will show you telescopes, hand made. 
14 in.—I know of two of them, and 
any number of small ones. I will show 
you complete microscopes that have 
been ground and finished, all the lenses, 
entirely in the home workshop. It is a 
hobby, that is all. But forget that 
“home-made” idea; it is all wet. If 
you see one of the exhibits of one of 
the homecraft clubs you will change 
your mind about poor quality, home- 
made stuff, just thrown together. Be- 
cause it doesn’t make any difference 
whether I take two weeks or three 
months to finish a thing. 

I am a fair example of what the 
average of the homecrafters are, I 
think. About a year ago, I ran onto 
my grandmother’s first dining room 
table, one of those black walnut tables 
with the top in one piece and the leaves 
in one piece that fold down pretty 
nearly to the floor. And it was down 
in the basement at mother’s; it had 
had some oil spilled on the top and 
the leaves were warped. Well, it was 
a terrible looking mess. I took it and 

(Continued on page 62) 
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Homeworkshop Tools and 
Equipment,Handicratfts,or Both 


Good Window Displays Will Win 


$100 Cash: 


Tying in with the increasingly popular howby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 
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Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools. .... . . 


Seven Cash Awards as Follows: 


First Prize $35, Second Prize $25, Third Prize $15, 


Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 


All window pictures submitted become the property of 
HarpwarE AGE and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware AGE editorial offices not later than Feb. 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware AcE are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as they wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 
homeworkshop craftsmen or a combination of both. 

This contest is intended to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


CONTEST EDITOR HARDWARE AGE 


239 WEST 39th ST.. NEW YORK, N. Y. 
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AY is the best sales volume 
M month of the year for hard- 
ware retailers throughout 
the country. December is the “run- 
ner-up” for top honors. These and 
related facts have been established 
through a study just completed by 
HarpwarE AGE. The sales standing 
of the various months of the year, as 
reported by wholesalers, was shown 
by a summary of a study which ap- 
peared in the Aug. 2, 1934, issue of 
HarpwaRE AGe. In comparing the 
experience of dealers with that of 
wholesalers it is interesting to note 
that both distributing branches of 
the trade reported February as the 
lowest sales volume month of the 
year. 
Climatic conditions are probably 
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Sales Percentages by months. Hardware Age survey, 


just completed, indicates dealers are endeavoring 


to maintain consistent volume throughout the year. 


the biggest influence on the sales im- 
portance of the various months of 
the year, in different States. For 
example, July is reported the best 
month of the year in both Idaho and 
Washington, but is the lowest sales 
month of the year in Florida. Some 
dissimilar experiences of dealers in 
adjoining States cannot be as readily 
explained as can the differences that 
can be attributed to climatic condi- 
tions. While Tennessee and North 
Carolina are adjoining States with 


about the same latitude, December 
was reported as the best month of the 
year by North Carolina dealers, 
whereas Tennessee dealers rated this 
same month among the poorest of 
the year. Dealers reporting from 
California were unanimous in declar- 
ing December to be their best volume 
month of the year. 

To bolster up the sales curve dur- 
ing low volume months articles and 
lines, preferably of relatively high 
unit value, having strong consumer 
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appeal should be sought and added 
to stock. Selling and promotional 
efforts can also be increased to par- 
tially offset the strong sales resistance 
encountered at ebb periods. 
Reporting dealers were asked to 
offer their suggestions for eliminating 
the low volume months, and among 
the recommendations received were: 
“Run special sales.” “Issue a cat- 
alog each month, which is expen- 
sive.” “Have clearance sales in Feb- 
ruary and August, with strong pro- 
motion.” “Push building contracts 
during July, August and November, 
and promote housefurnishings and 
toys during November and Decem- 
ber.” “Go after specialties.” 
“Harder work and better salesman- 
ship.” “Concentrate on promotion.” 


NOVEMBER 22, 1934 


“Extra effort by outside canvassers.” 
“Add merchandise that sells during 
slow months.” “Work like ‘hell’ on 
your selling.” “Outside selling and 
solicitation.” “Work harder.” “Push 
restaurant and bar supplies during 
July and August; plants in March, 
around Easter time, and toys, etc., in 
December.” “Mid-winter and mid- 
summer sales.” “Concentrate on 
heating, lighting, radio and indoor 
games for January, February and 
March.” 

Composite figures reflecting the 
percentage of annual volume ac- 
counted for by each month of the 
year are given in connection with the 
following tabulation showing the 
three lowest and the three best sales 
month of the year, by States: 


ALABAMA: 
High: October, November, De- 
cember. 
Low: June, July, August. 
Sales" percentages by months: 
(None reported—rated on 1, 2, 
3 basis.) 


ARIZONA: 

High: December, October, July. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 5.0; February 5.0; March 
6.0; April 6.0; May 7.0; June 
10.0; July 10.0; August 9.0; 
September 8.0; October 11.0; 
November 8.0, and December 
15.0. 


ARKANSAS: 

High: April, June, May. 

Low: January, February, Novem- 
ber. 

Sales percentages by months: Jan- 
uary 7.1; February 7.2; March 
8.7; April 9.4; May 9.0; June 

(Continued on page 64) 








A short business story of how 
the Alberts utilized what they 
thought was their special handi- 
cap to outside selling . . . 






By J. A. WARREN 
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Mrs. Harmon was momen- 
tarily surprised to see Tom 
Alberts and wondered if 
something unusual was up. 


26 


Their Rediscovered Asset 





D ALBERTS stood looking 

through the doorway of his 

hardware store, at the quiet 
main street of Bergus. “There goes 
another of those consarned washing 
machine peddlers from Lord-knows- 
where!” exclaimed Ed, as brother 
Tom appeared from the rear of the 
shop to join the gazing spell. 

Tom was the younger of the two 
brothers and had, of late, often en- 
gaged Ed in luke-warm arguments 
concerning the decline of the Alberts 
hardware business that had been in 
progress these past few years. Ed- 
ward Alberts, senior, had, for 30 
years, enjoyed a unique position of 
security in Bergus: the only hard- 
ware store in this little town of 2000 
people. There had, to be sure, been 
two or three attempts to establish 
opposition, but they soon withered 
and died. In spite of the fact that 
the boys had joined forces with their 
father as they graduated from school, 
the Alberts business had been hurt 
by this new “blight” that seemed to 
be settling upon the little towns, once 
so contentedly prosperous. Indeed. 
it had reached a point where it was 
plainly evident that one or the other 
of the boys would have to shift for 
himself. The business simply would 
not provide for both families, and. 
while the elder Alberts had retired 
from active business, he had not been 
able to withdraw entirely from the 
participation in whatever small in- 
come was derived therefrom. 

“Town ought to pass a law against 
that sort of thing,” declared Tom. 
who felt himself most concerned with 
the turn of events. He was younger 
and perhaps a bit more progressive 
than brother Ed, who came to the 
business before the going got so bad. 
There was still a number of cus- 
tomers coming to the store at that 
time who did not quibble about prices 
and were satisfied with an article that 
had utility—utility without benefit 
of beauty, style or finish. Ed was be- 

(Continued on page 60) 
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When the Store is Closed 


ist, wrote a remarkable poem 

stressing the idea that if he would 
just be patient and wait, “My own 
will come to me.” That poem, read 
years ago, made an impression upon 
my alleged mind. Is it true that our 
own comes to us? Now I am sure 
that Burroughs did not mean that his 
own would come to him in the way 
of stocks and bonds, or real estate. 
I gather his idea was that his own 
would come to him in the world of 
intellect, in the realms of thought. 
Or perhaps he meant that the kind of 
people he would like to know, to com- 
mune with, to sit with and watch sun- 
sets, would sooner or later come to 
him. He probably did not mean peo- 
ple in a personal or physical sense, 
but as carriers of ideas. These peo- 
ple in time would come to him and 
talk over things of the spirit. That, 
I am quite sure, is what Burroughs 
meant in his poem. 

Then I remember once hearing a 
great Presbyterian minister preach a 
sermon on the lines by Milton — 
“They also serve who only stand and 
wait.” It was a great sermon. It 
told of the blessings of patience and 
quiet, of service in silence in waiting. 
Once before in an article I referred 
to this sermon, and I attributed the 
quotation to the Bible. But one of 
my readers promptly wrote to me, 
telling me that I was wrong—the 
quotation was from Milton. It is a 
curious thing about writing these ar- 
ticles. It is an interesting thing, and 
as it should be. I can make a thou- 
sand statements that are absolutely 
100 per cent correct, and no one says 
a word. But let me spell a name 
wrong, or twist a quotation, and along 
come letters from the hardware faith- 
ful reminding me that I am in error. 

You know, one who writes a regu- 
lar column frequently gets tired of 
his own stuff. It is a terrible thing to 
be bored by yourself. So you break 
out in a new place, just to see what 
will happen. I did this a month or 
two back in one of my articles. I 
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wrote some things that probably | 
“hadn’t oughta had written.” But 
at the moment I just felt like writing 
them. It was a hot afternoon; in 
fact, it was not only hot, but the hu- 
midity was something terrible. So 
I just let fly and let the chips fall 
where they may. Well, well, land a 
mercy! How the letters did come in, 
putting me right back in my place. 
Some of these letters were really 
more than personal. But I answered 
all of them temperately and moder- 
ately, because in the meantime it had 
turned cooler, and I felt better. I 
wrote real nice letters. Just as nice 
as I know how. But did these bellig- 
erent 100 per cent Americans answer 
my nice letters? They did not. They 
didn’t like my article, and that was 
that, and there was no making up, 
as far as they were concerned. I 
was reminded of the lines from Omar: 


The moving finger writes, 

And having writ, moves on. 

Nor all your piety nor wit 

Can lure it back to change a single line, 
Nor all your tears wash out a word of it. 
That quotation should be written out 
and hung on the wall of every edi- 
torial writer’s sanctum. The immuta- 
bility of the written word! 


Who Was Erasmus? 


Now, all of the above can be 
charged back in your minds to Eras- 
mus. Well, who in heck is Eras- 
mus? He called himself Erasmus 
Rotterdamus. In my reading from 
time to time I would find something 
about Erasmus. Then some speaker 
would refer to him as if all of us knew 
him. I made up my mind time after 
time that I would turn to my encyclo- 
pedia and look up Erasmus, but I 
never did. Somebody would always 
start telling about the baby having 
cut its first tooth, or somebody would 
start to tell the latest story from At- 
lantic City, about Jones, who went 
to heaven, and his conversation with 
St. Peter. So I never looked up 
Erasmus. And, like John Burroughs, 
I waited for Erasmus to come to me. 


Well, lo and behold, as I turned 
through the pages of the Sunday pa- 
per I came across a picture of Eras- 
mus and below the story of his life. 
Erasmus, it seems, was an illegitimate 
child. When he grew up he just 
adopted the name Rotterdamus after 
the town of Rotterdam, where he was 
born. Many illegitimate children 
have done this since. 

Erasmus was born (1465) just a 
little before Martin Luther, but the 
two men never met. Erasmus was 
the head of an intellectual sect called 
“The Humanists.” Their idea was 
to regenerate the world by education. 
Now that was a strange idea, when 
one stops and thinks that it was so 
long before President Butler or the 
Rockefellers or all the other people 
who have been laboring in the field 
of human education in our generation. 
People in those days, except a 
few priests, were not educated. Even 
most of the nobility could not read or 
write. So every court had its scribe. 
Of course, the word scribe means 
writer, and the word scripture comes 
from the same source. Erasmus and 
his friends were very high-hat. They 
lived in the rarefied atmosphere of 
intellectualism. Everything he wrote 
was in a certain form of Latin. 
Naturally his writings were not read 
by the people or the nobility. There- 
fore Erasmus did not have wide pub- 
licity nor mass dissemination of ideas. 
He was only read by a select few, 
mainly the scholars, priests and 
monks. However, Erasmus was a 
great and good man. He was more 
modern than his own generation or 
many generations to follow. It has 
been said by writers since that 
“Erasmus sowed the seed while Mar- 
tin Luther harvested the crop.” 

Martin Luther was different from 
Erasmus. He was rough and ready. 
He loved a fight. He always had a 
cnip on his shoulder. He wrote out 
his ideas, and then nailed them on 
the door of the church. Martin 
Luther understood the common peo- 
ple. He lived with them. He would 
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have made a first-class politician. He 
was a back-slapper and a hand-grip- 
per. So the fame of Martin Luther 
has come down through the ages, 
while the intellectual, quiet, scholar- 
ly Erasmus has almost been forgot- 
ten. I just felt today that Erasmus 
should be done a good turn, and given 
a little advertising, so that’s the rea- 
son for all this. 


Books 


Books | hear about come to me. 
Sometimes | wait weeks or months, 
but they finally come. I had read 
enthusiastic, commendatory reviews 
and notices of the book “So Red the 
Rose” by Stark Young. Friends and 
relatives wrote me to be sure to read 
this book. But they didn’t send a 
copy — they just recommended it. 
However, last night I finally tackled 
this so-called monumental produc- 
tion, the best seller of the past few 
months. It is claimed that more copies 
of this book have been sold than of 
“Anthony Adverse.” It is called the 
book of the century, a compelling de- 
scription of Southern life during and 
following the Civil War. They say 
that no one who desires to be fully 
posted on the history of this country 
should miss reading this book, etc., 
etc., “ad infinitum.” 

Well, last night, when I adjusted 
myself to live for an hour or two 
with some immortal author, I glanced 
on the table at my elbow, and there, 
in its multicolored wrapper, reposed 
“So Red the Rose.” “Ah!” I said to 
myself, “here it is at last. John Bur- 
roughs was right. My own has come 
tome. Now for a surcease from poli- 
tics, business, and dull care.” So I 
opened the book and started to read. 

Now, it happens that in my life it 
has been my good fortune to meet and 
know some very high-grade, aristo- 
cratic Southern families. I have not 
only met them, but have been a guest 
on their plantations. In the old days, 
when I was a boy, they were the real 
leisure class of this country. In a 
large measure they are still the leisure 
class. The drudgery in the South is 
still done by numerous Negro ser- 
vants. The people I met and knew 
spoke excellent English. Having 
leisure, they were well read. Their 
education had been along classical 
lines. They read Thackeray, Dickens, 
Scott, etc. Their favorite poets were 
Tennyson, Longfellow and Byron. 
In their libraries you would find 
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Macaulay Gibbon, etc. In_ those 
days all of us read a lot, and we dis- 
cussed what we read. In some of 
these homes even Henry Ward 
Beether’s sermons in pamphlet form 
came regularly by mail and were read 
carefully. What I am trying to con- 
vey is that the people I knew were 
educated, cultivated people. 

To read a book that is being sold 
by thousands, and that makes a lot 
of Southern aristocrats talk like plan- 
tation Negroes just made me tired. 
Of course, the modern author must 
mix up his descriptions with local 
dialect, and naturally the easiest di- 
alect to develop in a Southern story 
is the Negro dialect. But why in the 
name of creation this author decided 
to make his Southern aristocrats talk 
in this lingo is beyond my compre- 
hension. Of course, I know that 
Southerners, just like Bostonians or 
New Yorkers, have a certain accent 
that is local in color, but even if 
there is sometimes a certain South- 
ern drawl in their voices, they speak 
grammatically and correctly. 

I hurried through this book just 
to see what it was all about. There 
were historical touches dragging in 
General Grant, General Lee and Gen- 
eral Sherman. I could pick out the 
recent biographies from which the 
author had selected these historical 
situations. But, in the name of heaven, 
if you wish to read about General 
Sherman, buy “The Fighting Proph- 
et.” There is a masterpiece of biog- 


raphy! 


Knew General Sherman 


I knew General Sherman. He lived 
in St. Louis. He was rdéugh and ec- 
centric, but he had his tender side. 
He lived on Garrison Avenue, in St. 
Louis, in a modest house. Across 
the street was the much more preten- 
tious home of a pork packer by the 
name of Whittaker. Max O’Rell, the 
French writer, visited St. Louis, and 
on his tour of the city the carriage 
stopped between these two houses 
and he was told who lived in them. 
His comment was, “Verily, the pen 
is mightier than the sword.” But 
General Sherman left St. Louis to 
settle in New York. Now his heroic 
statue on horseback stands at the en- 
trance to Central Park, just a short 
distance from where I am dictating 
this article. His horse is being led 
by a young lady in flowing garments, 
carrying a wreath. I suppose the 











idea is that she is Victory. I took 
one of my Southern friends over to 
look at this monument. He gazed at 
it long and earnestly, and then re- 
marked: “Yes, I think that statue is 
very true to life. Sherman is riding, 
while the young lady walks.” 


General Grant 


Not far away from me, on River- 
side Drive, overlooking the Hudson, 
is the imposing monument to General 
Grant. Here his body lies. It is not 
generally known that after the death 
of General Grant there was a move- 
ment on foot to bury him in Central 
Park. The park authorities, however, 
were of the opinion that it was not a 
suitable place for his final resting 
place, so after a lot of acrimonious 
discussions on the subject, the prop- 
erty on Riverside Drive was pur- 
chased and the monument erected 
there. 

Last night I turned to the last 
pages of “So Red the Rose,” and as 
the clock struck two the book ended, 
with slow music, in the most senti- 
mental form of mawkishness, as the 
faithful Negro servant finds the body 
of his master at night on the bloody 
field of Shiloh. Now, “Anthony Ad- 
verse” was bad enough. Everything 
was drummed up to shock the gentle 
reader and sell the book. But never- 
theless, “Anthony Adverse” was very 
well written and was full of interest- 
ing information about Europe in the 
time of Napoleon. But I must say, 
after wading through “So Red the 
Rose” I had not learned anything new 
about the South, nor about Generals 
Sherman or Grant, nor about South- 
ern life. However, my principal ob- 
jection, let me repeat, was to read de- 
scriptions of birthday parties given 
by aristocratic Southern families at 
which they all talked like Negroes. 


As I closed the book I was about to 
take it out on my front porch and 
consign it to Long Island Sound when 
I happened to notice inside the cover 
a penciled price mark, $2.50. “No,” 
I said to myself, “notwithstanding 
the reflection upon the poor old 
Southern aristocrats, I cannot throw 
$2.50 worth of book into the Sound. 
That’s too much money to waste. 
I’ll put the book away carefully and 
pass it along to some Northern friend 
as a Christmas present, and perhaps 
he will believe that all Southerners 
following ‘the war talked and acted 
just like that.” 
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Serve 
the 


Kids 


New Jersey dealer 
counts the youngsters 
among his best bets for 
the future — and they 
are currently profita- 
ble, too. 


™ ( EEP in with the kids,” says 
Charles Divan, hardware 
dealer in Merchantville, N. 

J., “and you'll go a long way toward 

assuring tomorrow’s business.” 

Being owner of a hardware store 
in a small town near Philadelphia, 
Mr. Divan has always made it a 
policy to be courteous and helpful 
toward the younger generation. 
That his policy reflects good judg- 
ment is attested by the fact that Mr. 
Divan has witnessed the actual ful- 
fillment of his prophecy. 

“The kids of today,” he goes on 
to say, “will be the real buyers of 
tomorrow. Where people buy their 
goods is determined, to a large ex- 
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tent, by habit, and habits are most 
easily cultivated when young. Get 
the kids in the habit of coming to 
your store; then, when they grow 
older and have homes of their own, 
they will continue to patronize you.” 

In the small town where his store 
is located, Mr. Divan has seen this 
prophecy work out in numerous 
cases. Many of the young boys who 
formed the habit of running to his 
store for fish hooks and bobbers are 
now married and have families. A 
great many of these new adults have 
settled in or near Merchantville, and 
form a very appreciable percentage 
of the store’s steady clientele. 

Such persons often become the 
store’s best customers. They do not 
use the local store as a mere emer- 





gency center, where they can buy a 
few nails or odd pieces of wire, and 
rely on the large chain stores in 
nearby Philadelphia for their major 
hardware purchases. Instead, these 
grown youngsters have developed 
such a good will for the local dealer, 
that practically all of their hardware 
purchases are made there. And they 
have learned before now that the 
price they have to pay for articles, 
which may be a few cents more than 
would be necessary in one of the 
large chain stores, insures their get- 
ting the best in quality and backs 
their purchase with a guarantee that 
really means something. 

The successful dealing with “kids” 
requires an unlimited amount of pa- 

(Continued on page 80) 
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The primary job of outdoor decorations is to attract people to your store. The well lighted street will get the Christmas business. 


HE Christmas Tree, as the 
symbol of seasonal spirit, is 


nearly always the nucleus of 
holiday decorations. The use of 
light in these decorations has gained 
momentum year after year until to- 
day it is responsible for a consid- 
erable volume of electrical business 
annually. More than 100,000,000 
Christmas Tree lamps were sold in 
the United States last year, not to 
mention countless other types and 
sizes used expressly for decorative 
purposes. 

Eager to encourage the practice of 
lighted Christmas decorations, elec- 
trical manufacturers have exercised 
their ingenuity especially to enlarge 
the variety of lighting novelties on 
the market. Notable among these, 
besides the familiar strings, wreathes, 
and candle sets, are the ready-wired 
devices in designs of crescents, 
squares, diamonds, circles, stars. 

As a logical distributor for these 
novelties, the hardware merchant can 


*Tlluminating Engineer, Westinghouse 
Lamp Company. 
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Christmas 
Lighting 


How to Increase Holiday 
Lighting Sales — Decorate 
Your Own Store to Set an 
Example—Arousing Wider 
Interest in Outdoor 
Decorations 


By ROBERT L. ZAHOUR* 





Show people that it is not necessarily 
expensive to decorate homes with lights. 


do a real selling job by showing his 
customers how to use them to get 
distinctive Christmas decorations. 

If you expect people to buy 
lighted decorations at your sugges- 
tion, you must practice what you 
preach—decorate your own _ store, 
both inside and out. 


Indoor decorations are part and 
parcel of every retail store at Christ- 
mas time. No merchant overlooks 
their value in arousing the buying 
spirit of shoppers. To sprinkle the 
interior decorations with gaily-col- 
ored lights adds tremendously to the 
excitement of the shopping atmos- 
phere. 

The primary job of outdoor deco- 
rations is .to attract pedestrians, 
singling out your store among all the 
others along the street. One way is 
to use more light than any other 
store, but the best way is to make 
your display so unique that it com- 
mands public attention by virtue of 
its individuality alone. When peo- 
ple are talking about the attractive 
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lighting display on your store front, 
more will come to you for advice on 
their decorating problems. 

If your facade decorations are to 
be the magnet which attracts shop- 
pers, then the window display must 
hold their attention, and actually in- 
duce them to step inside for closer 
inspection. Gift suggestions deserve 
most of the window display time and 
space, but lighting devices merit 
their own displays. If the line is 
complete, the devices will enjoy the 
same sales improvement as other 
products do when displayed in the 
window, and should carry visible 
price cards. 

The idea of window displays 
should be carried along to the coun- 
ters inside. Photographs of actual 
decorative schemes for homes, stores, 
or buildings, provide good counter 
display material. Sketches suggest- 
ing other designs are available from 
manufacturers and power companies 
and could well be used on the coun- 
ter. Remember to provide complete 
cost information of these suggested 
designs so that no customer’s ques- 
tion need go unanswered. 

The merchant can well afford to 
allot part of his Christmas advertis- 
ing program to lighted decorations, 
while certainly direct mail messages 
should refer to them. The main 
story is that lighting decorations, 
however intricate, can be executed 
easily and inexpensively with the 
electrical means now available. 

A prevalent idea that the effective- 
ness of Christmas displays is propor- 
tionate to the amount of light, is 
erroneous and should be corrected by 
merchants. As a matter of fact, sim- 
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plicity is the real secret of individ- 
uality. Lots of light, perhaps 
literally blanketing a store front or 
private home, is unnecessary. On 
the contrary, it may be so gaudy as 
to be repulsive, the blinding glare 
destroying any semblance of beauty. 
After all, lighting only continues to 
convey the message of decorations at 
night. The darkness lends ample 
contrast for moderate quantities of 
light. From a mercenary point of 
view, dealers can sell move lighting 
equipment by advocating the simpler 
decorations. A little light for many 
homes means more sales than big 
splurges for only a few homes. The 





Public buildings also offer sales possi- 
bilities to the hardware merchant. They 
add to the general carnival spirit. 





Commercial buildings, such as factories 

and stores can use plenty of lights at 

Christmas season.’ Begin by setting an 
example with your own premises. 


underlying idea is to get more people 
interested in lighting decorations 
year after year. Another sidelight 
is the possibility of getting people 
in the habit of using their lighting 
equipment at other seasonal celebra- 
tions throughout the year. 


The Commercial Customer 


Sales possibilities outside the resi- 
dential field are many and varied. 
Every merchant would undoubtedly 
like to decorate outdoors as well as 
indoors. Suggestions from the hard- 
ware dealer, providing instruction in 
the use of ready-wired devices, ap- 
plique units, and other lighting 
facilities, more merchants would 
adopt outdoor lighting at Christmas 
time. Your own outdoor decorations, 
if attractive and inexpensive, pro- 
vides your best selling “talk.” 

An excellent incentive is the com- 
munity decorative program, in which 
an entire street is decorated. Mer- 
chants are obligated to decorate 
their store fronts to complete the set- 
ting. Strings of lamps over the 
street, or special decorations on the 
lighting poles, can work wonders in 
attracting crowds for night time 
shopping expeditions. The  con- 
viviality of Christmas shopping ap- 
proaches a carnival pitch. 

Further sales of outdoor lighting 
may also materialize in the decora- 
tive plans of municipalities. Monu- 
ments, public buildings, and _cer- 
tainly the Community Tree, lend 
themselves to attractive treatment 
with light. Banks nearly always 
use special indoor lighting decora- 
tions, if not also outdoors. Their 

‘(Continued on page 78) 
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This is the arrangement of Hardware 
Age interchangeable fixture for the 
window at the right. The Santa seem- 
ingly bobs up and down and sways be- 
hind the hill. The balloon and fan 


are the reason. 
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Bailey-Moline Hardware Co. 


Christmas 
Window 
Trims 
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OW that Christmas is within 
earshot let’s put the hardware 
store out in front with its win- 

dow displays. These diagrams need 
next to no description. They are self 
explanatory, and for some real early 
pre-Christmas selling the window of 
gift merchandise by the Bailey-Mo- 
line Hardware Co., Wichita Falls, 
Tex., will be a high grade starter. 

The shadow background is extreme- 
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LAMPS The diene 2 
O the left shows the 
O arrangement of 
O lights, cut-out and 
screen to produce 
the window here 

- suggested. 
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Santa 
CLAUS 
POSTER 


ly simple to make. The trees are 
merely pyramided triangles and can 
be cut out of any cardboard material 
and supported from the rear with 
slats. The lights back of the cutout 
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will give a Christmas atmosphere to 
your window with a minimum of work 
and you have the advantage of full 
window space for showing gifts. The 
flat background, although dominat- 
ing, is not a space user. 

In the sketched window on this 
page with the boy looking for Santa 
a hole is cut in the background and 
the cutout figure jiggles behind it. If 
you wish the Santa may be simply 
placed behind a lower background 
unit, thereby obviating the cutting of 
the hole. 
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Prestige 
Building 
Ads 


Institutional copy 
should be used at 


least occasionally 


LTHOUGH merchandise copy is 
A used to a far greater extent 
than other types of store mes- 
sages, institutional copy should have 
much more attention than it is given 
by most advertisers. Copy that sells 
the store as an institution is prestige 
building and from time to time 
should occupy a generous space in 
the newspaper. 

The advertising manager will do 
well in preparing institutional copy, 
to consult with the management or 
the head of the house, and to have 
such head sign the ads. Public confi- 
dence is more easily gained by 
straight-from-the-shoulder statements 
from the head of a business than 
in any statement that may be made 
unsigned by him. The late John 
Wanamaker for many years, and his 
successors at the head of the business 
published a small two or three para- 
graph editorial in every day’s Wana- 
maker ad. This became one of the 
most interesting features of the ad- 
vertisement and it is safe to say that 
it created much of the confidence that 
the public now has in the store and 
its merchandise. 

In these days of change and un- 
certainty the public is hungry for 
plain unvarnished statements and the 
store with a clean slate has a great 
opportunity to gain a big piece of 
prestige. It also has an opportunity 
to get its story read, an opportunity 
which may not be available when the 
public mind becomes less inquiring 
than it is today. 

Study the excellent piece of insti- 
tutional copy signed by the head of 
the firm of W. J. Pettee & Co., Okla- 
homa City, Okla. Its message, its 
style and its presentation typogra- 
phically are excellent. 
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MODERNIZATION 


That Which Is Novel ... Unprecedented in Kind . . 
That Which Is New... Just Produced— (Webster) 


By W. J. PETTEE & CO. 


W. J. PETTEE & CO: for almost half a century, have kept 
abreast of the times . . . founded in a small way by W. J. 
Pettee in 1889, this store has steadily grown . . . today it 
is one of the unique and OUTSTANDING INSTITUTIONS 
in America... the only business df any type in Oklahoma 
City today that opened with the country in April, 1889. 





W. J. PETTEE & CO., through all the years, have been strictly a 
Home-Owned and Home-Operated Organization. Okla- 
homa City at this time is a “Hot-Bed” of foreign-owned 
and operated retail chain stores. !n keeping with our local 
competitive friends, and they are our friends, all of our 
efforts and profits-are confined to Oklahoma and Okla- 
homa City. This is food for thought. 


W. J. PETTEE & CO., first in everything. . . . Erected in 1910, 
one of the city’s first modern buildings . . . throughout the 
years W. J. PETTEE & CO. have strived to keep it modern 
... today it is just as modern as any building in the city. 


W. J. PETTEE & COMPANY'S Main Store has recently under- 
gone a complete renovation . . . high fixtures have been 
lowered ... unsightly ladders removed . . . a new decora- 
tive treatment in the modern manner throughout . . . sil- 
ver and black on the Street Floor . . . blue and gray on the 
Second Floor . . . white on the Third Floor . . . orange in 
the Basement. 


W. J. PETTEE & CO., are one of the pioneers in America to es- 
tablish Community Hardware Stores. ‘These stores have 
been used as a pattern for like stores all over the United 
States. Today W. J. PETTEE & Co. operate five modern 
hardware stores in-Oklahoma City that they may better 
serve you close to your home. 


W. J. PETTEE & CO. have. always maintained quality above 
price. At times, for competitive reasons it is necessary 
to offer merchandise at a price instead of quality. This 
is so-called “Modern Merchandising,”’ but is not sound, 
either for the buyer or .the seller. Satisfaction on both 
sides, builds prosperity. 


W. J. PETTEE & CO. have been criticized for adding some lines 
outside of the hardware business. We prefer to “Stick to 
our Last.” Yet consider the average drug and “‘Dime’”’ Store 
today—half hardware, toys and food. Asa matter of self- 
preservation we were forced to enlarge our field. Can you 
blame us for this? 


THROUGHOUT the United States the hardware industry the 
past two years has gone through the lowest ebb in its his- 
tory... lack of building construction is responsible .. . in 
spite of this fact W. J. PETTEE & CO. have gone ahead—-’ 
added other lines of merchandise . . . increased the volume 
. . . other stores have given up as a bad job ......W. J. 
PETTEE & CO. have never faltered... faith in our Country 
... faith in our City... faith in our friends . . . has enabled 
W. J. PETTEE & CO. to come through these trying times on 





~— 2 PETTEE & CO. 
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How a Retailer Simplifies 
His Buying and Selling 


Albright Hardware Co., Albany, N. Y. Uses 
Combined Record for Jobber 
Price and Stock Control. 


OWARD P. ALBRIGHT, 
H manager, Albright Hardware 

Co., Albany, N. Y., has long 
been a firm believer in stock control 
and in the keeping of an up-to-date 
retail price record as a buying and 
selling aid. Referring constantly to 
these records and to jobber and man- 
ufacturer catalogs convinced Mr. Al- 
bright that a combined jobber cata- 
log and price record-stock control 
record would eliminate much detail 
work, so he inaugurated such a sys- 
tem early this year. : 

The catalog of his principal job- 
ber has been split into two volumes, 
one for hardware and allied lines, 
the other for housefurnishings, etc. 
Interleaved between catalog pages 
there are special form pages for 
stock control and retail price infor- 
mation—the pages being designed by 
Mr. Albright. This catalog-record 
book is used for a buying and sell- 
ing guide as far as possible. 

These special pages are narrower 
than the jobber catalog pages, per- 
mitting finding a particular page 
without disturbing the form sheets. 
They are the same length as the job- 
ber catalog pages and have rulings 
running parallel to the edge of the 
page. There is room for naming 12 
articles on each side of the form as 
well as space for indicating; number 
and/or size, cost, selling price, unit 
and the date of ordering. Space is 
given for indicating the inventory of 
a given item on the date of placing 
an order as well as for listing the 
quantity ordered. 

The price record-stock control 
sheets list only the items carried in 
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stock. Where a line different than 
that carried by the jobber is handled, 
illustrations and data from other 
sources are pasted over the regular 
description in the catalog. If the 
difference is not great it is indicated 
by pencil notation on the jobber 
catalog page. This takes care of 
items bought direct from manufac- 
turers or those obtained from another 
jobber. 

The want list indicates when an 
item is running low and the stock 
control-price sheet gives Mr. Albright 
a picture of previous sales and pur- 
chases as a guide in placing an order 
for restocking. If the cost of an 


Catalog, 


item has changed since a previous 
order that change is noted in the 
form sheet as well as any correspond- 
ing change to be made in the selling 
price. 

When a customer phones about an 
item Mr. Albright has only to get 
out the combined record book to give 
complete information as to size, 
color, weight, finish and selling price. 
Under the old system it was neces- 
sary to get the price information 
from the price book and the physical 
description from the catalog. 

To get information on an item, 
whether for selling or buying pur- 


(Continued on page 41) 
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Albright’s buying and selling problems are simplified with this record form 
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HARDWARE CURIOSITIES 


By ROBERT PILGRIM 










































A NATURE-MADE PITCHFORK / 
LIMBS OF A GROWING MULBERRY 
TREE WERE TRAINED TO PRODUCE 
THE IMPLEMENT— PRODUCED 
IN FRANCE, IT TOOK 7 YEARS 
TO GROW “THE PITCHFORK 
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A BARBED-WIRE FENCE THAT GROWS 7 
OC/IT/ILLA CACTUS NATE TO ARIZONA WAS 
TRANSPLANTED TO MAKE THIS SERVICEABLE ANDO 
FORMIDABLE FENCE IN PHOENIX, ARIZONA 

















THE METHOD BY WHICH GARDEN HOSE (IS 
PRODUCED WAS DEVELOPED ACCIDENTLY 
IN A PLANT MANUFACTURING LEAD COATED 
CABLE— THE PROCESS CONSISTED OF — 
ENCASING THE HOSE IN LEAD, FILLING THE HOSE 
WITH WATER UNDER HIGH PRESSURE AND VULCAN- 
IZING IJ IN THIS STATE SO THAT VERY HIGH 
PRESSURE /$ APPLIED ON BOTH THE OUTSIDE 
AND INSIDE, PRODUCING A COMPACT AND 
TOUGH WALL STRUCTURE 


—DEVELOPED IN THE OLD CHICAGO 
ELECTRIC CABLE CO. —NOW THE 
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ELECTRIC HOSE AND RUBBER co.“ NAIL AND IS SO NAMED 
BECAUSE CLOVES 
RESEMBLE NAILS 


- STOVES IN COLONIAL 
DAYS WERE BUILT WITH 
3 SIDES WITHIN THE HOUSE 


IT NECESSARY TO GO OUT- 
GIDE TO TEND THE stove / 





CLOVES, 
THE SPICE, 
GETS \TS NAME 
FROM THE NA/L— 
CLOVES 1S FROM THE 
LATIN ‘CLAUVIS MEANING 
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Holding Up the Procession 


By G. L. LACHER 


tional income in 1932 as compared 

with close to 64 per cent in 1929. 
This sharp rise in the proportion of income 
paid out in wages and salaries reflected the 
increasing effort of business, in the face of 
adversity, to keep people employed. But 
it was a losing battle because of the shrink- 
age in production and distribution. Though 
labor’s share went up, the amount to be 
shared went down much faster. Total na- 
tional income produced in 1932 was less 
than half that of 1929. The figures, as 
disclosed in a study made by the National 
Bureau of Economic Research for the 
Department of Commerce, are $39,365,- 
000,000 for 1932 and $83,052,000,000 
in 1929. 

Obviously something had to be done in 
the face of such a condition. Deflation to 
the uttermost bottom was then recom- 
mended (and is still recommended ) by cer- 
tain orthodox economists. But such a 
course would have meant nationwide bank- 
ruptcy. And, besides, much of the deflation 
that had already occurred was purely of 
monetary origin and was so recognized 
by the Roosevelt administration, which 
promptly put a stop to foreign gold with- 
drawals and domestic hoarding. This one 
move gave business a new lease on life and 
there are those who believe that, if the 
Government had stopped there and had not 
intervened in business affairs, recovery 
would have progressed much faster. 

But business itself demanded aid from 
Washington. It complained of ruinous com- 
petition that grew out of twin evils—price 
chiseling and wage slashing—and as a con- 
sequence NRA was born. Minimum wages 
and maximum hours were fixed and soon 
prices were brought up to more reasonable 
levels, and all seemed to be well. 


ABOR received 80 per cent of our na- 
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The quick change for the better, how- 
ever, was too good to be true. Organized 
labor, interpreting section 7a of the recov- 
ery act as a mandate to unionize the nation, 
set in motion a campaign unparalleled in 
its intensity and magnitude. Alarmed, 
many industries raised wage rates faster 
than business conditions warranted with the 
result that their volume suffered and opera- 
tions declined. This experience has made it 
clear, not only to business but to Washing- 
ton as well, that the mere act of raising 
wage rates is not equivalent to increasing 
labor’s earnings. Labor is worse off with a 
high rate and part time work than with a 
somewhat lower rate and steady work. It 
was this point that President Roosevelt 
must have had in mind in his radio address 
of Sept. 30, when he expressed doubt as to 
whether in fixing wages “we have reached 
the heart of the problem, which is to pro- 
vide such annual earnings for the lowest 
paid worker as will meet his minimum 
needs.” 

So long as labor is kept in a state of con- 
tinued unrest, buying will be held in check 
and the flow of capital, so essential to a 
revival of the durable goéds industries, will 
be held back. It is true that retail trade 
has been making a fairly good showing, the 
latest available monthly indexes register- 
ing gains of 8 to 12 per cent over a year 
ago, but this improvement is attributable 
mainly to heavy Government expenditures. 

The Administration’s relief and emer- 
gency expenditures this fall have been 
averaging more than $300,000,000 a 
month, as against $100,000,000 last au- 
tumn. In addition, payments to farmers, 
offset by processing taxes, account for 
about $50,000,000 a month. Total dis- 


bursements, according to the National City 
(Continued on page 80) 
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Modern Show Card Roman~ 1st-Lesson.. 
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Single Stroke Lettering 


(Fifth of a Series of Articles on Show Card Writing) 


HE method of outlining and 
filling-in each letter of roman 


alphabet having been fully cov- 
ered in former chapters, the reader’s 
attention is now directed to the 
quicker and more practical way- 
that of construction by the single, 
solid-stroke method, meaning that 
each element or part of a letter being 
the exact width of the brush selected. 
For instance, a No. 12 brush, after 


—— 


Lower Case 


being dipped in the ink and worked 
out flat on a piece of card, will make 
a solid stroke one-half inch in width; 
and in order to produce a wider 
stroke than one-half inch a larger 
size brush should be selected. The 
“shaping” of the brush has a great 
deal to do with the success of the 
beginner; he must learn to shape it 
so it will make light or heavy strokes. 
You can do little or no lettering with 


Letters __ 


a brush dripping with ink; the color 
must be worked into the heel of the 
brush and the hairs brought to a 
chisel edge. The first and third 
strokes used in making the capital 
letter “A” are thin strokes, so nat- 
urally the brush must be shaped so 
they will be uniform. 

In making the capital letter “B” 
strokes two and three are loop 
strokes; these are made by shaping 
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the brush to a fine, flat chisel edge, 
starting at the top gradually but very 
lightly bearing on the brush until the 
center part of the loop has been 
reached (the arrow with the x at the 
tail denotes center), then release all 
pressure, finishing stroke as at top. 
The reader should remember that 
the numbers shown with the arrows 
are the basic strokes only; all letters 
require a few finishing strokes, which 
are made with the end of brush, such 
as “spurs” or “nibs” (shown at the 
bottom of capital letter “A”). Only 
two basic strokes are required to con- 
struct the capital letter “D.” The 
second or loop stroke is made in the 
same manner as in the letter “B.” 
The exercise, or free-hand, practice 
strokes shown are very important 
and the beginner should concentrate 
on these before attempting to copy 
the capital or lower-case letters. 
(Remember it is easier to make a 


large size brush do thin strokes by 
shaping it down than it is to make 
a small size brush do wider strokes 
than it was intended to, by spreading 
it out.) The card featuring radio 
outfits and supplies gives a good 
idea of lay-out and spacing; there is 
plenty. of margin and space in be- 
tween words; the line drawn through 
the center helps to divide the words. 
For instance, there are seven letters 
in the word “outfits” and the center 
letter “F” is directly on the center 
line but the word “supplies” cannot 
be divided the same way on account 
of the lower-case letter “1” and “i” 
occupying much less space. 

When practicing the lower-case 
letters remember that they are di- 
vided in three groups. The letter 
“a” defines the width of the main 
body guide lines (which should be 
three-quarters the height of the capi- 
tal letters). Group 1 embraces the 


following letters: a, c, e, m, n, 0, Fr, 
s, u, v, w, x. Group 2, those which 
extend above the body line: b, d, f, 
h, i, k, 1, t. Group 3, those extending 
below: g, j, p, q, Y, Z- 

The lower-case or small letters 
were not introduced until some cen- 
turies later than the capitals and 
were brought to their present stand- 
ard formation by the Italians about 
the fifteenth century. And one of 
the reasons it is the easiest to read is 
on account of its open spacing, it 
being the popular type for newspa- 
pers, magazines and books. 

In copying these roman letters 
the beginner will observe that they 
are composed of thick and thin lines 
or strokes. The thick strokes should 
he of equal width and likewise the 
thin strokes. All strokes which start 
downward and to the left are thin 
and those to the right should be 
heavy. (Continued on page 78) 
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Cardboard being expensive for just practising, newspapers offer an excellent substitute, particularly the classified adver- 
tising pages. They are generally free from heavy type and offer the column lines as a guide. 
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Two immaculate windows that 
simulate the exterior and in- 
terior of an average home con- 
tribute greatly to the success of 
the Pizzano Hardware Co.’s paint 
sales in Revere, Mass. Pizzanos 
insist upon keeping both windows 
freshened at all times. They are 
a constant advertisement for 
good paint. These windows were 
made and installed by Philip 


Pizzano, proprietor. 















































Pizzano Pushes Paint Sales 
With Window Displays 


Backed by Consistent Advertising 


TTRACTIVE window displays 
A and weekly advertising enable 
Pizzano Hardware Co., 372 
Broadway, Revere, Mass., to turn 
over a paint stock of from $5,000 to 
$7,000 several times a year. One 
particular kind of paint is offered in 
32 different shades. 

The window backgrounds shown 
were constructed by Philip Pizzano 
and are being used constantly. 
Usually one is devoted chiefly to 
paint, varnish, enamels and related 
lines. The attractive background 
simulating the front of a neat and 
well kept house was recently built, 
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while the room or interior back- 
ground has been in use for over a 
year. Imitation grass and a genuine 
fern added to the homelike appear- 
ance of the exterior background. 
Left, as shown, for about a week this 
window was the direct means of sell- 
ing a complete stock of paint and 
accessories for the repainting of the 
outside of five homes—within one 
month. 

When that display was used at- 
tention was focused on the National 
Housing Act as a means for obtain- 
ing loans to refinish the outside of 
homes. The weekly free circulation 





paper in which the company adver- 
tises each week was distributed with 
copies of a bulletin calling attention 
to a particular brand of paint—and 
telling how to obtain an FHA loan. 
The manufacturer provided the 
printed bulletins which carried the 
store’s imprint. 

The interior scene was used a year 
ago to show how kitchen or break- 
fast nook furniture could be finished 
to make an attractive room. The 
walls were freshly painted for that 
particular display and the floor was 
refinished. Curtains and a wall 
clock added to the appearance of the 
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As a further tie-in with 


display. 
paint, color cards and paint brushes 
were shown as well as manufacturers’ 


display cards. The special caption 
at the base of the window was finished 
in different shades to emphasize 
some of the colors available. Manu- 
facturers’ display material added to 
the color and outlined some of the 
sales points. There was also a hot 
plate and kettle on a stand to further 
give the appearance of part of a 
kitchen, or breakfast nook. 

Most Pizzano advertisements fea- 
ture paints, varnishes and enamels. 
In addition to the weekly advertise- 
ment in the free circulation paper— 
usually half of two columns—adver- 
tisements are frequently run in two 
other local papers, although smaller 
space is used. 

With floor space 80 by 22 this 
firm devotes the best part of one side 
of its store to paint department dis- 
plays and stock. Hanging from a 
balcony above is a display of va- 
rious patterns of wallpapers. Al- 
though handling a lower priced 


grade of paints made by the manu- 
facturer of its quality line, most sales 
are made on high grade paints. Sam- 
ples of different finishes on wood 
help in instructing customers as to 


ever 
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the proper methods to use in apply- 
ing paints, varnishes, etc. Care is 
taken to impress upon customers the 
necessity of properly preparing a 
surface for painting or repainting. 

F. Pizzano, son of the owner, states 
that nine out of ten customers buy 
related items, such as sandpaper, 
turpentine, brushes, scrapers and 
brush cleaners. If the suggestion of 
these additional items is neglected, 
Mr. Pizzano points out, the customer 
is likely to be displeased, when it is 
necessary to call a second time, and 
there is the possibility of losing those 
extra sales to other stores. 

As an aid in making additional 
sales there is a three-deck display 
table stocked with nationally known 
kitchen soaps, together with soap 
powders and floor mops. Window 
glass is stocked next to the paint de- 
partment suggesting that repainting 
time is the time to replace broken or 
cracked window panes. 

Although special sales are held 
annually to commemorate the anni- 
versary of the founding of the busi- 
ness—12 years ago—generally sug- 
gested retail selling prices are ob- 
served. When the anniversary sale 
is on, special pennants are displayed 
in the store and advertisements in the 
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local papers feature the event. A 
few special items, made to sell at 
“bargain” prices, are bought for 
these sales—to “sweeten” the stock. 
The store frequently buys special 
items for one week features during 
the year—including kitchen items or 
housewares lines. 

Philip Pizzano, two sons and two 
daughters devote most of their time 
to the business—and are sometimes 
supplemented by a younger brother. 

Featuring their better grade paint 
and suggesting related items pays 
this store well. Its attractive win- 
dows, which really look like the out- 
side and inside of part of a home, at- 
tracts those passing by—even though 
the center of Boston is but a short 
ride. 





Simplifies Buying 
and Selling 


(Continued from page 35) 
poses, Mr. Albright has only to look 
at the catalog index and turn to the 
right page. With this system making 
a price change is a simple matter. 
Under the old system the change had 
to be entered in the price book as 
well as in the stock control book- 
if the records were to be accurate 
and useful. 

With this system Mr. Albright has 
greatly decreased his purchases of 
slow moving items, sizes, colors and 
numbers and has found that other 
lines should be bought in larger 
quantities. This plan is more than a 
convenience—it is a necessity. 

Albright Hardware Co. has two 
stores—-the main establishment being 
at 399 South Pearl Street, the branch 
being located at 41 Grove Street. 
Both stores are in residential areas, 
although the main store is in a 
neighborhood that has deteriorated. 
The branch is smaller, more modern 
and in a better location. Stock for 
both stores is kept in the two-story 
warehouse on South Pearl Street. 

Many of the former residents of 
the section near the main branch 
have moved to the area surrounding 
the branch store, while others have 
moved to different sections. In fill- 
ing the phone orders made by these 
people the combined catalog and 
record book has been more than 
useful. 

As a purchasing aid this system 
gives Mr. Albright the information 
he needs when he needs it—quickly 
and with little effort. 
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Courtesy Vincent Edwards, New York 


People are Repair Minded 


By CHARLES MORROW WILSON 


URAL and semi-rural America 
R is again paying dividends, 
with 1934 bringing an esti- 
mated $6,000,000,000 to farmers and 
to clearing centers for farm produce. 
This is $1,100,000,000 more than the 
1933 farm income, which in turn was 
about $1,000,000,000 more than the 
1932 farm income. 

If I were to define in a very few 
words the current and outstanding 
characteristic of rural and small-town 
buying, I should answer with the 
words “Repair-mindedness.” 

During the past few months I have 
traveled through most of the South, 
Southwest, Midwest, Atlantic Sea- 
board and New England. I have in- 
terviewed and looked in upon many 
prospering hardware merchants in 
all these sections, watching their 
technique, listening to their views on 
answering the great challenge of 
repair-minded merchandising. 

In New England, due to torrential 
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rains and heavy snows, roofing is a 
particularly serious problem. For 
one reason or another, a majority of 
country homes and barns use métal 
roofing, at least heredbouts in Ver- 
mont. The life of a metal roof can 
be doubled or tripled by proper 
painting. Therefore John Simpson, 
Vermont hardware merchant, makes 
a feature of roof paints. He adver- 
tises that “Four dollars’ worth of our 
roof paint will double the life of 
$150 worth of metal roofing.” He 
believes the advertisement is right 
and knows that it has multiplied his 
roof paint sales by five. 

The farmer and the small-towner 
is a more cautious buyer than he was 
five years ago, and in many respects 
a better buyer. . . . Lean years have 
given him plenty of time to think 
over what he needs. Lean years 
have given him plenty of time to 
meditate upon past mistakes and ex- 
travagances in buying. 


What is more, slow-moving years 
of depression have slowed his march 
of progress. They have interrupted 
repairs and upkeep. Any farm 
owner, for that matter any home 
owner, knows that property and 
shops can’t spend four years at a 
standstill. If they aren’t kept up, 
they certainly run down. 

This is the outstanding situation in 
rural and small-town America today. 
Farms are but primary workshops, 
and fire-sale farm prices have forced 
millions of good farmers to neglect 
their workshops. Therefore the farm 
plant as a whole needs repairs. It 
needs roofing and paint, economical 
machinery, economical repairs, re- 
placements and parts, household 
equipment and replacements, before 
it can continue producing reasonable 
profits and comforts. 

John Simpson of Windham 
County, Vt., believes that to encour- 
age equipment conservation through 
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repair, and consistent maintenance 
and improvement of farm and town 
property is A-1 business for the hard- 
ware merchant. It is a business based 
on a plain but powerful economy— 
a dime spent to save a dollar of past 
investment for future returns. It 
allows the sale of maintenance mer- 
chandise at fair prices and fair 
profits. It is not the type of promo- 
tion to flood markets with cheap 
goods, but it is a type of merchan- 
dising that can sell goods more regu- 
larly, play up quality and endurance 
features of goods offered, and so 
please customers by saving them 
money and trouble. 

During the boom ‘twenties John 
Simpson sold a good many tractors 
in connection with his farm machin- 
ery lines. He didn’t especially enjoy 
doing it. Not that he has any bones 
to pick with the tractor makers, but 
he knew his own farm sections well 
enough to know it isn’t a very eco- 
nomical place to use tractors. His 
is a hilly, rocky country where cullti- 
vated acreages are small and sec- 
ondary to grass ranges which support 
the principal crops—milk cows and 
wool sheep. 

Therefore a good many farmers 
who bought tractors haven’t been 
able to use them. Whereas most of 
the farmers who stayed with horses 
and plows have been able to keep 
them, are using them now, have been 
and are able to replace and renew 
the equipment economically. 

This is merely another light on 
repair-minded merchandising. John 
keeps up a good business in plow 
parts, shares, and harness replace- 
ment. In farm equipment, as in all 
other lines, he features items with 
economic replacement and repair 
possibilities; he stocks parts as well 
as main items; and stresses this fact 
when he makes the original sale, 
driving home the fact that the real 
bargain feature of any merchandise 
lies in utility, and that economical 
repair and replacement of worn 
parts is the very tap-root of utility. 

As the buying power of the farm 
dollar has risen from 44 cents to 
almost 80 cents, sales of fencing, 
roofing materials, paints, hinges, 
latches and homestead hardware, 
farm and household utensils, harness, 
plows and “necessity” farm machin- 
ery, replacements, parts, bolts and 
nails, stoves and household repairs 
are very generally keeping pace. 


Down South, W. W. Baskin, Car- 
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rollton Hardware Company, Carroll- 
ton, Ga., who does about 75 per cent 
of his business with farmers, reports 
sales in roofing materials, farm im- 
plements and general repair articles 
have climbed 100 per cent; that the 
sale of farm wagons has multiplied 
itself by eight recently, that substan- 
tial furnishing items such as stoves, 
beds, chairs, axes, saws, cooking 
utensils and rugs show outstanding 
pull as farmers prove their intentions 
to keep on farming. In both display 
and selling, Mr. Baskin plays up 
repair and durability features of his 
merchandise, and availability of eco- 
nomical replacement. 


In Drought Areas 


In West Kansas, where drought 
has been at its worst, where sand- 
storms and floods have played havoc 
with tens of thousands of acres of 
good wheat land, we see the same 
element of repair-mindedness and de- 
termination to carry on, as proved 
by the fact that here, as in the ma- 
jority of farming sections, there’s 
more than twice as much farm prop- 
erty insurance in effect than there 
was 20 years ago; farm houses and 
barns are being painted and recondi- 
tioned, farm machinery and autos 
are being conditioned and repaired, 
drought or no drought. And hard- 
ware, like other great lines, is play- 
ing to the needs and sentiments of 
the hour, and in doing so is paying 
dividends from grass roots. 

Fred Russell, Russell Brothers 
Hardware Store, of Altus, Okla., is 
typical of the wide-awake hardware 
merchant of the Southwest. His sec- 
tion has been hit hard by drought, 
but because of late summer rains and 
farm cooperation with the Govern- 
ment, is pulling together again. 

About 95 per cent of his trade is 
with farmers. He finds his farm cus- 
tomers particularly interested in good 
reliable household furnishings, re- 
placements, and repairs, and to good 
oil stoves and ranges which can play 
to the economy of kerosene use. He 
finds linoleum, harness goods, cook- 
ing utensils and dishes meeting a 


brisk farm demand, and for the 
benefit of his tenant farmer trade is 
also working used furniture lines. 
He is playing needed staples, forget- 
ting the fancy stuff. He is likewise 
watching his P’s and Q’s in freight, 
express and truckage, knowing that 
extravagant transportation overhead 
simply doesn’t belong in this era of 
economic buying. 

Glancing westward into the Corn 
Belt, let’s notice the People’s Hard- 
ware Company, E. L. Clarke, pro- 
prietor, of Morgan County, Illinois. 
Morgan County is a good stolid ter- 
ritory of 2136 cultivated farms which 
last year raised corn, hogs, wheat 
and cattle worth $5,600,000 or there- 
abouts as against $3,363,000 for the 
year before. Here farmers buy about 
70 per cent of the hardware that is 
sold, and even though the recent 
drought has thrown the farm income 
for perhaps a 20 per cent loss, farm 
purchases of hardware are keeping 
well at par with last year’s levels and 
give good promise of setting a record 
high for the fall business. 

Here, again, repair and main- 
tenance lines are leading the van. 
Harness and plow sales have jumped 
300 per cent, with shares, points and 
handle sales keeping very close to 
whole item sales. Sales of beds, 
stoves, linoleum, axes, hinges, locks, 
paints and roofings have more than 
doubled and the much forgotten farm 
wagon has again become a briskly 
selling item. The Corn Belt, pleased 
with chances for late crops and 
pasturage, is carrying on and mak- 
ing ready for next year, which in all 
probability will be the greatest farm- 
ing year jn a decade—and good hope 
is a keynote to good maintenance. 

Mr. Clarke is also featuring re- 
placements, parts and repairs, lines 
that save his customers money, 
render them dependable service and 
keep them actively on the buyer’s 
role. In cases where repairs would 
be more costly than outright pur- 
chase of a new item, he drives home 
that point, as a matter of customer 
service. But he also keeps parts and 
repair lines on hand—for sale and 
selling. — 





The Repairing habit is the hardware man’s own oppor- 


tunity. Talk it, interest others in it and sell it. Your news- 


paper will cooperate with you if you do your part. 
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Theyre Telling Us 


Many Wholesalers and Retailers Express 
Appreciation for Hardware A ge Directory 
and Catalog Edition Just Out 


Made $6,000 Sales With Di- 
rectory First Few Days 


Rareicu, N. C.—Permit us to say 
that although we have been in busi- 
ness nearly 70 years, the “Who Makes 
It?” issue of Harpware Ace is the 
most valuable publication that we have 
ever had the good fortune to obtain. 

On the second day after we had 
received the new issue we used it in 
obtaining over $1,000 worth of busi- 
ness, which, without “Who Makes it?” 
would have been impossible to have 
obtained. We might also state that 
during the month of August we re- 
ceived a request from the F.E.R.A. 
for bids on canning material in connec- 
tion with the new canneries being 
opened up ail over our State. Using 
“Who Makes It?” we made a stab into 
a field that was heretofore unknown to 
us and secured over $5,000 worth of 
this business. 

‘Assuring you again that we consider 


Ad 


“Who Makes It?” one of our most val- 
uable assets and congratulating you on 
your excellent work. , 

James E. Brices, 

Vice-President, 

T. H. Briggs and Sons, Inc. 





Our Only Recourse 


New Beprorp, Mass.—The “Who 
Makes It?” issue is our only recourse, 
when seeking information which it con- 
tains. It is decidedly worth while as 
an aid to people in our line of ac- 
tivity. 

T. J. Mortarty. 


Saves Lost Sales 


LaKE Forest, Itt.—‘Who Makes 
It?” is the most useful book in our 
office, we use it every day, and it has 
enabled us to get merchandise we 
otherwise would have lost a sale on. 

D. L. WELLs, 
Wells & Copithorne Co. 


Uses It Repeatedly 


DeWitt, Ark.—Want to thank you 
for the Harpware Ace _ Directory 
which we consider the most useful 
book for hardware trade there is. Have 
referred to same repeatedly past year 
and we appreciate your efforts in get- 
ting this volume out to the trade. 
Thanking you again 

W. F. ScHALLHORN, 
W. F. Schallhorn Hardware 





Checking the Ads 


EvANsvILLE, Inp.—I think the Direc- 
tory issue is a very valuable number. 
I am keeping it in my own desk and 
I am checking up on the advertised 
items in the advertising line, and I 
think it is very valuable. 

You should be proud of the edition 
and your advertising, I am satisfied, 
will reap a very good benefit from this 
edition. 

There are a lot of items in this Di- 
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rectory that I am going to give pref- 
erence to, everything being equal. I 
have also advised all of my buyers to 
come to my desk and use this Direc- 
tory very freely. 

Oscar BoEtTICHER, 

Vice-President, 

Boetticher & Kellogg Company 





From Puerto Rico 


Fayarpo, P. R.—We have just re- 
ceived this morning the September 27 
issue of Harpware Ace, “Directory 
Number,” and our opinion of this par- 
ticular number is, simply “marvelous.” 

The schedules, charts, tables, etc., 
and the Directory are of great help to 
us so far away from the manufacturer. 

We are attaching hereto U. S. 
money order in the amount of $1.00 
in payment of our subscription to 
Harpware Ace for year ending De- 
cember, 1935. 

We take this opportunity to con- 
gratulate you for your success in pre- 
paring this number, and with our best 
wishes for more valuable subsequent 
issues, we are 

J. R. Carmona, 
I. Mercado & Brother 





Needed in Every Hard- 


ware Store 


TUNKHANNOCK, Pa. — The new 
HarpwareE AcE Directory seems to 
be very complete and we use it many 
times each year. 

We think it fills a need for every 
hardware store, as there are many 
instances when the information con- 
tained could not be found anywhere 
else. 

M. C. Gay, Jr., 
Gay-Murray Company, Inc. 


Use It Almost Every Day 


New Caste, Pa.—We consider 
the 1934-35 Directory Number a 
most valuable publication. Scarcely 
a day passes that we do not have an 
occasion to use it for information. 
Cannot see how any merchant can 
afford to be without a copy on his 
desk. 

C. L. Cripps, President, 
Cripps Hardware Company 


Lost Without It 


Pittston, Pa.—Relative to the 
new Directory of HarpwarE AcE— 
we sincerely appreciate this new is- 
sue and find it invaluable in our 


hunt for “Who Makes It?” We 
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would be at a loss if we did not have 
it. We hope that it brings you the 
return that it merits. 

R. McCormick, 

Secy. and Mgr. 

Eagen Hardware Company 


Refer to It Constantly 


LoweLL, Mass.—We have received 
the Directory of “Who Makes It?” 
and think it a very good thing to 
have as we refer to it constantly. 

W. K. Mouton 
Joun C. BENNETT 


Valuable Asset Daily 


LEomINsTER, Mass.—I wish to 
state that we have received your 
latest edition of “Who Makes It?” 
which we prize very highly and con- 
sider a valuable asset to our business 
and daily work, as we use it more 
than any directory that we have in 
our files. 

R. W. ALEXANDER, 
Leominster Hardware Company 


Indispensable 


RicuMmonp, Va.—I am very grate- 
ful for the Directory. We find it 
absolutely indispensable to us in our 
work. 

Tuos. B. Howe i, 
Howell Bros. 


Well Compiled 


Taunton, Mass.—THe HARDWARE 
Ace Directory is very well com- 
piled and contains much valuable in- 
formation. We have found these 
issues very handy reference books 
for years. 

E. B. Knicut, 


Pierce Hardware Co. 


Much Appreciated 


Huntincton, W. Va.—The Direc- 
tory is very useful and much appre- 
ciated. 

A. J. Groves, 
Groves-Thornton Co. 


Most Valuable 


Brazit, Inp.—By far the most valu- 
able reference book in our files. Count- 
less times it has proven itself, and we 
offer only praise for your valuable con- 
tribution to the hardware retailer of 
America. Thank you. 

W. P. Trtey, 
Kattman & Tilley 





Performs 


Ortumwa, Ilowa.—We have received 
the directory issue of HARDWARE AGE 
and use it very frequently. 

It seems to fill the required space 
in furnishing information which we 
could not procure otherwise without 
considerable trouble. We appreciate 
your efforts in keeping this informa- 
tion up to date. 

L. A. Bower, 


Haw Hardware Company 





Most Valuable Directory 


Otrumwa, lowa.—We have received 
our copy of directory entitled “Who 
Makes It?” and our buyers informed 
me that they consider this the best ar- 
ranged and most valuable directory you 
have ever issued. It is in constant use 
in our office. 

We do not have any suggestions for 
improvement at the present time and 
think you have done about as well with 
this directory as it is possible for a 
publisher to do. 

C. S. Harper, 
President, 
Harper & McIntire Company 





Charts, Tables and Ads 
Helpful 


MINNEAPOLIS, Minn.—We have re- 
ceived copy of directory or “Who 
Makes It?” and we want to compliment 
you on this. It is the finest issue we 
have ever seen. The charts and tables 
and ads and directory will be very 
helpful to us we assure you. 

We are sure the hardware people 
throughout the country will bless you 
for this issue. 

Martin K. ANDRESEN, 
Nagell Hardware Company, Inc. 
° Every Day 

AmarILLo, Texas.—We use your Di- 
rectory, “Who Makes It?” every day. 
Many thanks for the copy you sent us. 

C. M. WittiaMs, 
Williams Hardware Company 





Valuable Aid 


SEWICKLEY, Pa.—We are again in 
receipt of your annual directory num- 
ber and want to express to you our sin- 
cere appreciation for this annual gift. 

The Harpware AGE Directory is a 
very valuable aid to the hardware re- 
tailer and it is in constant use in our 
business. Its use saves a great deal of 
time and expedites the service we can 
render to our customer. 

Harpware AGE is rendering valuable 
assistance to the hardware trade in this 
annual directory. 

FRANK A. HEGNER, 
Hegner Hardware Co. 
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Some Sizes of Capewell Horse Nails 


Furnace, Barn and Snow Scoops and Shovels 


India and Coarse India Twine 
Broad Bevel and Glass Knob Lock Sets 
Glass Drawer Knobs 
Electric Door Bells 

Brass Sink and Lavatory 


Shellac 
Linseed Oil 


Traps Brass Seat Unions 


ADVANCES BECOMING EFFECTIVE 
Two Numbers of Low-priced Yale Night Latches 


Brass, Tubular and Split Brake Band Rivets 
Sereen Wire Cloth Auto Tires 

Arsenate of Lead 
Fire Extinguishers 


A partial recovery is noted from 
the serious price-cutting recently re- 
ported in the South and East on screen 
wire cloth, poultry netting and hard- 
ware cloth. The minimum quotations 
offered to the trade today have been 
advanced to 5 per cent off the dealer 
price schedules issued Oct. 18 by the 
manufacturers. Screen cloth, although 
sold by the roll, averages today as fol- 
lows, to the hardware retailer: 

Per 100 Sa. Ft. 


12 mesh, painted black.... $1.65 
16 mesh, galvanized ...... 2.55 
16 mesh, bronze .......... 4.75 


All less 5 per cent—these prices ef- 
fective throughout the territory east of 
(and on) the Mississippi River. 
* * * 

The automobile tire industry on 
Nov. 1 took steps to effect a stabilized 
price structure which would permit both 
manufacturer and dealer to obtain a 
profit. Goodyear Tire and Rubber 
Company announced new prices rang- 
ing from 12 to 25 per cent higher, de- 
pending on the type and brand of 
tire on the “locally prevailing trade 
practices.” This action was followed 
immediately by all other leading pro- 
ducers, and was avowedly based on 
substantial increases in cost of pro- 
duction in recent months. Goodyear, 
for example, states that “cotton prices 
are up 135 per cent from depressed 
lows, rubber prices have advanced more 
than 400 per cent and wages have been 
increased 27 per cent.” Sears, Roe- 
buck & Company later announced that 
effective Nov. 19 it will raise tire quo- 
tations in all of its retail stores approxi- 
mately 20 per cent. Tire dealers have 
seen their costs of doing business 
mounting, with replacement business 
decreasing due to a product generally of 
higher quality, so that the industry has 
faced a problem in trying to make even 
a small profit. 

* * * 

Capewell Horse Nail Company, 

Hartford, Conn., issued prices on Oct. 
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Cotton Filter Pads 


Caleium Arsenate 
Fruit Jar Rings 





DECLINES BECOMING EFFECTIVE 


November 
22nd 
1934 


1 which included lower list prices on 
Capewell nails Nos. 5 to 12 inclusive. 
These list price reductions amount to 
one cent per lb. below previous list. 
The new list prices are: 

Sizes: 12 3 3% 4 4% 5 6 
List 

Per Lb. 1.25 .90 .90 .70 .55 .45 .31 .28 
Sizes: isco ®@® H BB 
List 

Peih. 27 06 BS Bw BM 
These prices are for 5 lb. packages 
and subject to dealers’ discounts as 
follows: Less than 100 Ibs. 10 and 
5 per cent; 100 lbs. or more but less 
than 250 lbs., 10 and 10 per cent, and 
on 250 lbs. or more, 10, 10 and 5 per 
cent. Suggested resale prices to con- 
sumers are: Less than 25 lbs., 10 per 
cent, and 25 lbs. or more but less than 
100 Ibs., 10 and 5 per cent. One Ib. 
packages are available at one cent extra 
per lb. In our Oct. 25, 1934, issue it 


HOW'S the 


was incorrectly stated that Capewell 
list prices showed no change as of 
Oct. lL. 

* * * 

The heretofore competitive gal- 
vanized ware situation seems to be 
somewhat firmer. It is understood that 
the makers who were responsible for 
the recent decline have filed higher 
prices, and that other manufacturers 
have decided to go along on the basis 
of their last filing, accepting orders 
for shipment up to Dec. 31. This leaves 
standard tubs and pails about 5 per 
cent lower and square tubs about 10 
per cent lower than the prices which 
prevailed during the spring and sum- 
mer. On dairy pails and on setter 
cans, with no definite market decline, 
concessions have been made for im- 
mediate liberal orders, to keep fac- 
tories busy during the remainder of 
this year. 

* * . 

The market on lock sets has ex- 
perienced considerable irregular weak- 
ness. Broad bevel sets and several 
numbers of glass-knob sets are down 
from 10 to 25 per cent. Makers of 
glass drawer knobs, too, have reduced 
prices approximately two cents per 
dozen. Electric door bells have been 
marked down about 10 per cent by cer- 
tain manufacturers. On the other 


hand, Yale & Towne Mfg. Co. have 
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Increases in Wholesale Hardware STOCKS 
Over Corresponding Months of 1933 
(National Averages) 





advanced their prices approximately 5 
per cent on two numbers of their lower- 
cost night latches. 

* * * 

Fire extinguishers are advancing 
about 121% per cent, reverting to the 
schedule in effect some months ago, 
prior to the last decline. Not all mak- 
ers have confirmed the new prices, but 
it is expected that the upward move 
will be general. Prices on recharges 
have been considered too low by lead- 
ing makers, and some mark-up on these 
is also likely to follow. : 

+ * 

A leading producer of insecticides 
has announced an advance on arsenate 
of lead, ranging from one-half cent to 
2% cents per pound, depending on the 
size of package. On calcium arsenate 
there has been a sharp advance, rang- 
ing from three to five cents per pound. 

* * # 

Manufacturers of brass sink and 
lavatory traps have reduced their prices 
from 10 to 25 per cent. This reduc- 
tion was started by some of the small 
manufacturers who make just a few 
numbers, and who were quoting spe- 
cial prices to the plumbing trade. Mak- 
ers also of brass seat unions have low- 
ered their prices about 20 per cent 
because of a temporary fight for busi- 
ness. The price of the brass seat union 
is now lower than the common malleable 
union. 

* * * 

Fruit jar rings have been ad- 
vanced by the manufacturers, about 6 
per cent, looking toward the 1935 sea- 
son. This change is said to cover only 
a portion of the increased costs, due 
to great advances in rubber. A fea- 
ture of the new price announcement is 
that certain substantial concessions 
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WHOLESALE HARDWARE 
COLLECTIONS 


SAN FRANCISCO — The percentage 
of wholesale hardware collections dur- 
ing September to the total amount 
due from customers (outstanding) on 
first of month was 39.7 per cent in 
1934, and 34.8 in 1933. 


DALLAS—The ratio of wholesale 
hardware collections during Septem- 
ber to accounts and notes outstanding 
on Aug. 31, was 43.8 per cent, and 
slightly larger than in the preceding 
month. 


KANSAS CITY—Wholesale hardware 
outstandings on Sept. 30, 1934, as 
compared to August, 1934, were minus 
0.9 per cent, and as compared with 
Sept. 30, 1933, were minus 5.9 per 
cent. The amounts collected in Sep- 
tember, 1934, as compared to August, 
1934, were minus 4.0 per cent, and as 
compared with August, 1933, were 
plus 13.4 per cent. 


MINNEAPOLIS — September, 1934, 
wholesale hardware receivables were 
100 per cent of those in the same 
month of last year. 


NEW YORK—The per cent of whole- 
sale hardware charge accounts out- 
standing Aug. 31, collected in Sep- 
tember was 44.3 per cent in 1934 and 
41.3 per cent in 1933. 


RICHMOND—The percentage of Sept. 
1, 1934, receivables collected during 
the month was 42.0 per cent. 


CHICAGO—The per cent of change 
from September last year in whole- 
sale hardware accounts outstanding 
was plus 0.7 per cent; collections were 
plus 20.5, and the ratio of accounts 
outstanding to net sales was 209.7 
per cent. 


CLEVELAND—tThe Federal Reserve 
Bank of Cleveland does not include 
data on either wholesale hardware or 
general wholesale collections in its 
current review. 


ST. LOUIS—Reports relative to gen- 
eral collections continue to reflect the 
satisfactory conditions that have pre- 
vailed since last spring. Various in- 
terests reporting on collections gave 
ratings as follows: Fair, 49.4 per cent; 
good, 40.2 per cent; poor, 6.9 per 
cent; and excellent, 3.5 per cent. 

PHILADELPHIA—The Federal Re- 
serve Bank of Philadelphia does not 
include data on wholesale hardware 
collections in its current review. 


BOSTON—The Federal Reserve Bank 
of Boston does not gather information 
on wholesale trade in its district. 








heretofore granted to the very large 
chain or syndicate retailers are with- 
drawn. All wholesale and syndicate 
buyers are scheduled to pay the same 


HARDWARE Business 


Increases in Wholesale Hardware SALES 
Over Corresponding Months of 1933 
(National Averages) 
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price, with only a differential of 5 per 
cent as between carload and less than 
carload transactions. 

* e * 

There has been a reduction of 
one cent per pound in the price of fine 
India twine, and of one-half cent on 
coarse India. With no definite or gen- 
eral market change, there have been 
some concessions lately on large orders 
for toilet paper, and “specials,” as a 
result, are offered by certain whole- 
salers. 

* * *# 

About Nov. 5 brass tubular and 
split brake band rivets were advanced 
nearly 50 per cent, going back, after 
a price war, to the old price in effect 
for a long time previously. Stocks at 
the lower price, in jobbers’ hands, may 
modify the advance to retailers, in part, 
for the present, but all sellers are 
thougHt to be anxious to get away from 
the losses of the low market. 

* * * 

Demand is somewhat improved 
for such heavy construction tools as 
picks, mattocks, sledges and axes. The 
former lines have advanced only slightly 
from their levels of early 1933, and cur- 
rent quotations are very firm. Hickory 
handle values, too, are considered 
steady. 

* * * 

Cotton filter pads have declined 
about 15 per cent, following some 
sporadic price cutting, which has for 
a number of weeks disturbed the regu- 


lar market. 
* * * 


Furnace, barn and snow scoops 
and shovels, in the popular price range, 
were reduced about 10 per cent on Oct. 
13, restoring the levels prevailing be- 
fore the advance of last May. Con- 
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cessions by certain smaller manufac- 
turers seem to have started the latest 


move. 
* + 


Improvement in farmer purchas- 
ing power is evident in the monthly 
sales statements of Sears, Roebuck and 
Montgomery Ward. For the four weeks 
ended Nov. 5, Sears, Roebuck & Co. 
reported sales of $30,816,415, or an 
increase of 7.8 per cent compared with 
the like 1933 period. Cumulative sales 
for the 10 periods from Jan. 30 to Nov. 
5 were $246,551,182, a gain of 19.9 per 
cent over 1933. Sales of Montgomery 
Ward & Company in October reached 
$29,703,511, the largest total for any 
month this year, at the same time show- 
ing a larger dollar gain over Septem- 
ber than any other October since 1930. 
The improvement over a year ago was 
equal to 30.39 per cent. From Feb. 
1 to Oct. 31, inclusive, Ward’s sales 
totaled $182,409,843, 33 1/3 per cent 
over the corresponding period of 1933. 
A new retail factor in several of the 
larger cities is the decision of both 
large mail-order houses to accept tele- 
phone orders and make C.O.D. deliv- 
eries of catalog items. One house is 
planning a substantial advertising cam- 
paign to popularize this feature in con- 
nection with its special holiday cata- 
log. 


* * * 


There has been a moderate but 
substantial gain over last year, in re- 
tail hardware sales during each of the 
10 weeks since Labor Day. Stores and 
territories which were slow in their 
early fall pick-up have now swung into 
line with a marked activity. All im- 
portant lines of merchandise now in 
season are moving into consumption at 
a rate better than expected, and orders 
for stock replacement rather com- 
monly request urgent attention. Mer- 
chants, as a result, are encouraged to 
expect a largely improved holiday de- 
mand, and there is a real rush for sup- 
plies of toys and gift goods, including 
practical kitchen wares, electrical 
equipment, china and glassware, cutlery 
and leather goods. The lack of heavy 
stocks either in the hands of manu- 
facturers or distributors will probably 
make for a steadier price situation 
throughout the Christmas period. There 
can hardly be a repetition of the condi- 
tion which developed late last year, 
when concessions by manufacturers on 
a wide variety of holiday items led to 
sharp cuts at retail. 

* * # 


In contrast to a year ago, both 
trade and industry are now moving 
ahead. So far the best gains have been 
made in distribution, and manufactur- 
ing in general has shown only nominal 
progress. However, there is now a defi- 


AS 


nite rise in building construction to 
report, the October average of contract 
awards running 20 per cent ahead of 
the September figures, with the bulk of 
the increase in residential operations. 
Another stimulus is expected from the 
automobile industry, which will soon 
begin active work on 1935 models. 
Leading companies are said to be plan- 
ning their introduction of new models 
in such a manner as to level the sea- 
sonal irregularities of production, and 
thus to stabilize employment. 
a * * 


Price uncertainty is very prop- 
erly moderating the buying of certain 
classes of goods for the future, espe- 
cially those which have made consider- 
able advances under NRA influences. 
Other important lines are selling be- 
low reasonable levels, due to price- 
wars, and on these well-informed buy- 
ers are covering liberally, with fair 
assurance that prices must soon re- 
cover. Window glass, carriage and ma- 
chine bolts, manila rope, screen wire 
cloth and several items of builders’ hard- 
ware and electrical supplies are gen- 
erally felt to be underpriced at pres- 
ent, and therefore are selling with un- 
usual freedom. On the other hand, 
there is an undercurrent of expectancy 
of lower prices on several merchant steel 
products and on some of the building 
material lines. Prepared roofing prices, 
while advanced several times during 
the past season, are steadied by the 
manufacturers’ price guarantees up to 
Dec. 31. 


* + 


The best trade reports are com- 
ing from agricultural regions, particu- 
larly the South and Southwest. Dun & 
Bradstreet’s reports indicate the last 
week was by far the best of the fall 
season, with many stores doing a busi- 
ness of 10 to as much as 25 per cent 
above the like week of last year. The 
unit volume is estimated at 8 to 10 per 
cent above 1933. Earlier this year, 
gains in the dollar volume of retail 
trade were distorted somewhat by dif- 
ferences in price levels, but the average 
price gain over a year ago has now 
narrowed to a point at which the pick- 
up in dollar volume means a real in- 
crease in the movement of actual items 


or tonnage. 
* & 


In a recent report prepared by 
the New York Credit Men’s Associa- 
tion, a sharp rise in sales and collec- 
tions is shown. Sales increases were 
enjoyed by 35 per cent of those firms 
last reporting to the association, no 
change by 55 per cent, and losses by 
10 per cent. The respective percentages 
in the previous week were 39, 39 and 
22. Collections were classified as good 
by 66 per cent of those reporting, fair 


by 31 per cent, and slow by 3 per cent, 
as against previous percentages of 23, 
57 and 20. 
* * * 

Home workshop tools are having 
a great vogue, including popular-priced 
electrically-driven machines and acces- 
sories. Just as kitchen and laundry 
duties have been made easy and pleasant 
for the housewife, by efficient and rea- 
sonable equipment, so the “odd-jobs” 
of the home are becoming more tempt- 
ing to the men folks, because of im- 
proved tools and fascinating workshop 
machinery available now at moderate 


outlay. 
* * 


The Irwin Auger Bit Co., Wil- 
mington, Ohio, has announced that bits 
of the same quality and finish as those 
in the company’s D.24 assortment are 
now available from jobbers on open 
stock orders. The bits are packed 
half dozen to the box, and the box 
bears this label: “These bits should 
not be confused with such quality bits 
as genuine Bluwin and Irwin and should 
be offered only to consumers demanding 
price.” The suggested retail prices are 
21 cents each for 14 to % inclusive, 
and 25 cents each for 54 to 34 in. A 
dealer discount of 25 per cent is pro- 
vided. 

* * * 

November bookings of steel are 
expected to net the heaviest tonnage 
since the first quarter. Shipments are 
on the upgrade and material is going 
directly into consumption. Stocks are 
depleted, and the latest estimated op- 
eration rate of the industry had risen 
to 27.3 per cent of capacity. A month 
ago operations were at 22.8 per cent 
and a year ago at 27.1 per cent. Nov. 
20, being the date set for the opening 
of books for the first quarter of 1935, 
is expected to bring a decided gain in 
new commitments. Until then all orders 
received must be shipped before the 
close of December, a circumstance not 
favorable to large-scale buying. Base 
prices on most finished steel products, 
according to general opinion in the in- 
dustry, will be reaffirmed, but there is 
also a chance that some items affecting 
hardware stocks will be reduced. De- 
mand will undoubtedly be helped by a 
restoration of wire products, for ex- 
ample, to levels more nearly approach- 
ing those of last winter. 

* *& # 

The Westinghouse Electric & 
Mfg. Co. statement of operations for 
the first nine months of this year re- 
flects marked improvement in compari- 
son with the report for the correspond- 
ing period of 1933. Orders received 
during the nine months ended Sept. 30, 
1934, totaled $79,105,881, compared 
with $52,953,482 in the same period of 

(Continued on page 70) 
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The branch store of the Macbeth Hardware store at 5404 College Ave., Indianapolis, Ind. Since this photo was taken a new 
awning was placed on the right of the building. Below: Interior of the Macbeth branch store 


Variety Lines Help Macbeths 
Boost Their Volume 


HAIN stores have colorful 
+ branches, push lines that sell 

and drop those which do not, 
show prices, display seasonable lines, 
use windows for display purposes 
rather than storage space and handle 
as varied an assortment of merchan- 
dise as the public will buy. In the 
12 years Mr. and Mrs. H. E. Mac- 
beth have been in business in In- 
dianapolis, Ind., they have done all 
these things. They moved their main 
store three times, to get more satis- 
factory space, put in modern display 
tables, added variety lines and 
opened a branch store to boost 
volume. 

It took the upsets of 1929 to in- 
duce the Macbeths that variety lines 
were needed. Today both stores 
have many items rarely found in 
hardware stores as well as lines 
found only in some of the many 
hardware stores in the nation. Shown 
here are the windows of the branch 
store and the interior of the same 
store. Inexpensive necklaces, greet- 
ing cards, pocket combs, cold cream, 
shaving preparations and _ other 
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toilet necessities are among the va- 
riety lines displayed. 

When the main store was moved 
to 822 North Alabama Street, engi- 
neers for W. C. Heller & Co. de- 
signed a store layout using a color 
scheme embracing silver-gray, green 


and ivory. The branch at 5404 Col- 


lege Avenue—opened in 1932—has 
the same color scheme. Those colors 
attract customers—the lines handled 
make them shop there. The neat 
and modern appearance of the stores 
sells merchandise—there is no 
fumbling around for prices—they 
(Continued on page 84) 
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Eligible Firms Not Taking Advantage 
of RFC Loans as Reemployment Aid 





By JESSE H. JONES 


Chairman, 
Reconstruction Finance Corp. 


Industrial concerns, eligible to 
borrow funds from the Recon- 
struction Finance Corporation 
for the purpose of maintaining 
and increasing employment, have 
not yet taken full advantage of 
the assistance which the corpo- 
ration is prepared to extend. 

Congress provided that such 
loans might be made to indus- 
trial and commercial businesses 
subject to the following require- 
ments: 

(1) That the business must 
have been established prior to 
Jan. 1, 1934. 

(2) That such loans be ade- 
quately secured. 

(3) That maturity of 
must not exceed five years. 

(4) That borrower must be 
solvent at the time of disburse- 
ment of the loan. 

(5) That credit at prevailing 
bank rates for loans of the char- 
acter applied for not be available 
at banks. 

(6) That reasonable assurance 
of increased or continued em- 
ployment of labor be given. 

(7) That the aggregate of 
such loans to any one borrower 
made directly or indirectly shall 
not exceed $500,000. 

(8) That such other provi- 
sions as the Reconstruction Fi- 
nance Corporation may impose 
be complied with. 

The Directors of the Recon- 
struction Finance Corporation 
feel that these loans should be 
made in such a way that the 
available funds can be utilized 
as fully as possible for the ad- 
vance of permanent business re- 
covery. This objective can be ac- 
complished best if the moneys 
loaned by the corporation are 
used principally to supply funds 
for the payment of labor and the 
purchase of materials incident to 
the normal operation of the busi- 
ness, rather than for the payment 
of existing indebtedness, though 
in exceptional cases a small part 
of the loan may be used for pay- 
ment of existing debts or for the 


loan 
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JESSE H. JONES 


financing of construction, im- 
provements and/or repairs that 
do not materially increase ca- 
pacity. When a loan is to be 
used primarily for labor and ma- 
terials, a small portion of the 
loan may be applied to these lat- 
ter purposes when necessary to 
assure ordinary and efficient op- 
eration. 

The corporation will make 
loans in cooperation with banks, 
or by the purchase of participa- 
tions in loans made by banks. In 
cases of national banks, only the 
bank’s participation in such 
loans, rather than the full amount 
of the loan, must be within the 
legal limit which may be loaned 
to any one customer, and accord- 
ingly this plan will allow sub- 
stantially greater credit to be 
extended through such channels 
to borrowers who are already 
borrowing up to their legal limit. 

The depression years have left 
many enterprises in very much 
involved and weakened positions, 
but our experience has led us to 
believe that where present credi- 
tors are willing to cooperate by 
a proper adjustment of existing 
debt structure, many such enter- 
prises may be safely supplied 
with additional funds that will 


| enable continuing operations on 


a sound basis. 
Accordingly, we suggest to in- 





dustrial concerns, to which credit 
at prevailing bank rates for loans 


of such character is not available 
but which can offer adequate se- 
curity (even though such security 
may be frozen and therefore not 
generally acceptable to banks) 
and which can profitably use 
additional funds for labor and 
materials, that they communicate 
with the local loan agency of this 
corporation serving the territory 
in which such concerns are lo- 
cated. 

Each loan agency of the cor- 
poration will, when requested, 
assist and advise with applicants 
in determining their eligibility 
and in the preparation of appli- 
cations. 


HEAR CHICAGO ALDERMAN 
ON LOCKSMITH LICENSE 


More than 300 hardware deal- 
ers attended the Nov. 9 meeting 
of the Chicago Retail Hardware 
Association, in the Merchandise 
Mart, to hear Alderman Wm. A. 
Rowan, chairman of the sub-com- 
mittee of the license committee, 
present facts in reference to the 
proposed locksmith license. The 
proposal, as introduced into the 
City Council, would license all 
key-makers for a fee of $50 an- 
nually with an examination fee 
ot ‘$2.50 for each employee. 


Alderman Rowan _ explained 
that hearings on the proposed or- 
dinance would probably take 
place some time after the first of 
the year and that all interested 
parties would be given an oppor- 
tunity to present their case be- 
fore his committee. He stated 
that he was only sitting as a 
judge with other members of his 
committee to decide the proce- 
dure and that they had no desire 
to discriminate against any par- 
ticular class of trade in favor of 
a few. 


Hardware dealers of Chicago. 
under direction of J. C. Amis. 
secretary of the Chicago Retail 
Hardware Association, have vig- 
orously protested against the pro- 
posed ordinance holding that it 
will put many hardware mer- 
chants out of the key-making 
business. 





F. R. KOHNSTAMM HEADS 
WESTINGHOUSE LIGHTING 


F. R. Kohnstamm has been 
appointed manager of the Light- 
ing Division of the Westinghouse 
Electric & Mfg. Co. In his new 
position he will have supervision 
over all lighting activities, in- 
cluding sales, engineering and 
manufacturing, now conducted at 





F. R. KOHNSTAMM 


the Westinghouse Cleveland 
Works in Edgewater Park. Un- 
til his appointment he was sales 
promotion manager of the com- 
pany, with headquarters at East 
Pittsburgh. 

He joined the company in 
1917, in East Pittsburgh, two 
years later going to Mansfield, 
Ohio, where new headquarters 
for the company’s merchandising 
department had been established. 
In 1922 he was made manager of 
the appliance division, five years 
later becoming assistant sales 
manager of the entire depart- 
ment. In 1931 he became direc- 
tor of merchandise, and in 1933 
returned to East Pittsburgh as 
sales promotion manager. 

For the past year he has taken 
a leading part in the nation-wide 
Better Light-Better Sight Cam- 
paign of the electrical industry. 





KINGSPORT, TENN., STORE 
WANTS CATALOGS, PRICES 


Hillenberg - Atkins Hardware 
Co., Inc., will open for business 
about Dec. 10, at 124 E. Market 
St., Kingsport, Tenn. M. R. 
Hillenberg, secretary - treasurer 
and general manager, would like 
to receive manufacturers’ catalogs 
and price lists. . 
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COOPERATIVE GROUP 
FORMS IN BUFFALO 


Thirty hardware dealers in 
Buffalo, N. Y., have formed a co- 
operative advertising group under 
the name “Reliable Hardware 
Stores,” with each section of Buf- 
falo represented by at least one 
store. The first advertisement—a 
double page spread in the Buffalo 
Times—is scheduled for this 
month. 

The organizers have closely fol- 
lowed the plan of the Eagle 
Hardware Stores, Cleveland, 
Ohio, explained in the Aug. 3, 
1933, issue of HARDWARE AGE, on 
page 24, 

The advertising committee will 
welcome catalogs, quotations and 
general correspondence from 
wholesale hardware distributors, 
manufacturers or sales agents. 
The group has announced that it 
will appreciate correspondence 
from similar groups and that it 
will be pleased to hear from those 
contemplating organizing a simi- 
lar plan. 

E. O. Winegar is president, 
and J. L. Winiewicz is vice-presi- 
dent and treasurer. F. E. 
Philipps, secretary of the Reli- 
able Hardware Stores, may be ad- 
dressed at Kensington Station, 
P. O. Box 30, Buffalo, N. Y. 





SOUTHERN JOBBERS MEET 
WITH MANUFACTURERS IN 
MIAMI, APRIL 8-11 


The joint annual convention 
of the Southern Hardware Job- 
bers Association and the Amer- 
ican Hardware Manufacturers 
Association will open April 8 
and end Thursday April 11, 1935, 
in Miami, Fla. The convention 
hotel has not yet been selected, 
but will be announced at a later 
date. 

Charles F. Rockwell, 342 
Madison Ave., New York City. 
is secretary of the American 
Hardware Manufacturers Associa- 
tion. T. W. McAllister, editor, 
Southern Hardware, and secre- 
tary of the Southern Hardware 
Jobbers Association, makes his 
headquarters at 1020 Grant Bldg.. 
Atlanta, Ga. 

HEXCEL RADIATOR TO 

MOVE TO RACINE, WIS. 


Hexcel Radiator Co. is moving 
its plant from Milwaukee, Wis., 
to Racine, Wis., where it will 
occupy a modern daylight build- 
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| ing. It is expected that the new 
| plant and office will be ready for 
operations at the close of the 
year. 

John G. Zummach, mechanical 
engineer, has joined the staff of 
the company as chief engineer 
and is in complete charge of the 
commercial and air conditioning 
branch of the business. He is re- 
turning to the company after a 
lapse of 13 years. 





ELECT SMALL SECRETARY 
OF NEW ENGLAND ASSN. 


Guy C. Small was recently 
elected secretary of the New Eng- 
land Hardware Dealers Associa- 
tion, at a meeting of the board 
of directors of the association. 
Upon the resignation of Geo. A. 





GUY C. SMALL 


Fiel, as secretary, Mr. Small, 
who had previously been assistant 
secretary became secretary pro 
tem. 

Mr. Small’s headquarters are 
in Room 225, 140 Federal St., 
Boston, Mass. 





N. Y. HOUSEWARES ASSN. 
PLANS FOR 1935 SHOW 


The board of governors of the 
New York Housewares Manufac- 
turers Association at a recent 
meeting decided to hold the 1935 
show from July 10 to 19, occupy- 
ing four floors in the Hotel Penn- 
sylvania, New York City. Stan- 
ley T. Williams, The Vollrath 
Co., Sheboygan, Wis., is president 
of the association. Mrs. Flo 
English is secretary of the asso- 
ciation. Committees were ap- 
pointed at the meeting to take 





| charge of the arrangements for 
| the show. 





Westinghouse Lamp 


Company 


Simplifies Consignment Selling 


Minimizes Inventory Bookkeeping for Mazda ‘B’ Agents and 
Small Agents—Contracts Renewed by Notice—Single 
Sales Requirements for Small Agents—Funda- 
mental Advantages Remain Unchanged. 


The consignment selling plan 
for Westinghouse Nazda lamps, 
which has been functioning sat- 
isfactorily for more than 22 years 
except for occasional slight im- 
provements, is expected to oper- 
ate still more efficiently by 
changes announced effective as 
of December 1, 1934. Inventory 
bookkeeping is reduced to a 
minimum; small agency con- 
tracts may be renewed by no- 
tice; minimum sales _require- 
ment established for small 
agents; probationary agency con- 
tracts are abolished; and serving 
agents receive full compensation 
for serving small agents. 

Simplifying the plan for both 
the small and the larger agent, 
the new plan is perhaps of 
greater interest to the some 16,- 
000 small agents. Contracts af- 
fected by the change are those 
of less than $500 agents, which 
represents the majority of retail 
agents. While the new plan pri- 
marily aids the small agent. 
many of his benefits automati- 
cally become those of the larger 
serving agent as well. 

The elimination of monthly in- 
ventory reports perhaps stands 
foremost among the changes of* 
simplification. After December 
1, physical inventories will not 
be required monthly and monthly 
sales reports need not be pre- 
pared by the small agents. Work- 
ing stocks for the agent will be 
determined on average annual 
demands. 

Sales may be computed month- 
ly by deducting a working stock 
from the total consignment bal- 
ance on the assumption that the 
lamps shipped to the agent are 
to replace the lamps sold. The 
agent is spared the time and 
trouble of complete stock inven- 
tories every month, while, obvi- 
ously, the serving agent no 
longer must keep following up 
his serviced agents for their 
monthly inventory reports. 

In the past an agent whose 
minimum net sales fell below 
the required $75 per year could 
not qualify for renewal. The new 





plan provides that an agent may 
qualify for renewal if he sells 
the low net of $25. With this 
more flexible arrangement, more 
agents may be permitted to re- 
tain their agency. 

Renewal of contracts by no- 
tice is expected to conserve the 
agent’s time, as well as that of 
the serving agent and manufac- 
turer’s representatives. Hereto- 
fore, the matter of contract re- 
newals, that is, the physical duty 
of signing a new contract every 
year, has necessitated frequent 
visits and lost time. Now, man- 
ufacturers’ and agents’ employees 
can devote more time to the mer- 
chandising and display problems 
of the agents. As a result, mer- 
chandising nractice of the agents 
should enjoy widespread im- 
provement. 

While the Westinghouse con- 
signment selling plan for Mazda 
lamp dealers is simplified to an 
extent heretofore untried, all of 
its inherent advantages will re- 
main unchanged, if not greatly 
improved. The advantage of no 
initial stock investments, as well 
as the protection against loss 
from fire, flood, obsolescence. 
and price reductions, still holds 
true. The Westinghouse Lamp 
Company continues to shoulder 
these responsibilities for its 
agents. 

Probably the provision for a 
more flexible stock will ulti- 
mately prove of ereatest advan- 
tage to the small agents. No 
customer’s lamp request need go 
unfilled, and _ stock turnover 
should improve. As for the serv- 
ing agent, he now has a better 
selling proposition for the small 
agents. His cost of servicing 
small agents is reduced while his 
overall compensation is increased. 





Cc. B. LANSING MANAGES 
FERRY CAP & SET SCREW 


Charles B. Lansing has been 
elected general manager of the 
Ferry Cap & Set Screw Co., 
Cleveland, Ohio. He has been 
president of the National Tile 
Co., Anderson, Ind. 


51 





New Deal Retards Recovery 
Cornelius Tells Nutmeggers 


Quoting employment records 
before and after the imposition 
of codes on Hartford County, 
Conn., manufacturers as evidence 
that the New Deal was not de- 
creasing unemployment and not 
helping in the rebuilding of per- 
manent recovery, Sidney E. Cor- 
nelius told The Nutmeggers and 
their dealer guests that NRA 
had completely failed to accom- 


plish its objectives largely be- | 


cause of the interpretations per- 
mitted labor groups under Sec- 
tion 7a. As secretary of the 
Manufacturers’ Association of 
Hartford, Conn., Mr. Cornelius 
reported on surveys conducted 
among members to determine 
current 
workers as compared with early 
1933 prior to the approval of 
codes bringing their wages and 
hours provisions. He cited the 
number of strikes in Hartford 
County and the Nation at large 
as further evidence that even 
labor was not wholly satisfied 
with the developments under the 
New Deal, which he constantly 
characterized as pro-labor. 

It was a special meeting for 
The Nutmeggers, held at the 
City Club, Hartford, Conn., 
Wednesday, Nov. 14, 1934, with 
officers and members of the Con- 


necticut Hardware Association 
as guests. There were about 60 
present. Brief remarks were 


made by Nelson Daniels, Willi- 
mantic, Conn., president of the 
dealer association, and Nutmeg- 
ger Chas. J. Heale, editor, Harp- 
warE AcE. Following the talk 
by Mr. Cornelius an entertain- 
ment was provided under the di- 
rection of Howard Knapp, Cor- 
bin Screw Corp., chairman of 
the entertainment committee. 

President Harold G. Sullivan, 
A. G. Spalding & Bros., presided. 
It was announced that the 1935 
convention of the Connecticut 
Hardware Association will be 
held at the Hotel Taft, New 
Haven, Conn., Feb. 26 and 27, 
1935, and that the Nutmegger 
annual party plans will be an- 
nounced later. 





REORGANIZE DIVISION 
OF COMMERCE BUREAU 


Claudius T. Murchison, direc- 


tor, Marketing Research and Ser- 


vice Division of the Bureau of 
Foreign and Domestic Com- 
merce, Washington, D. C., has 
announced a reorganization of 
the division to provide more ade- 
quate and current information to 
business men. The reorganiza- 
tion was based on recommenda- 
tions of the recent report of the 
Committee on the Elimination of 
Waste in Distribution of the 


52 








wages and number of | 


| tional 








Business Advisory and Planning 
Council. 

Mr. Murchison said in part, 
“New indexes of retail sales are 
being developed which will be 
representative of country-wide 
conditions, and which are ex- 
pected, when completed, to af- 
ford a dependable current meas- 
ure of total consumer expendi- 
tures at retail in the United 
States. 
companion indexes for the whole- 
sale trade will be developed.” 





HOUSEFURNISHINGS SHOW 
IN CHICAGO, JAN. 7-12 


The Eighth Annual National 
House Furnishing Exhibit will be 
held in Chicago, IIl., Jan. 7 to 12, 
under the auspices of the Na- 
Housefurnishing Manu- 
facturers’ Association, 228 N. La 
Salle St., Chicago. The National 
House Furnishing Buyers’ Club 
has given the exhibit its endorse- 
ment. 

The annual banquet of the 
National House Furnishing Buy- 
ers’ Club and the National 
House Furnishing Manufacturers’ 
Association will be held that 
week, as well as a stag dinner 
and entertainment by the House- 
wares Club of Chicago. 





KEYSTONE WIRE ADDS 
TO ITS RADIO PROGRAM 


Keystone Steel & Wire Co., Pe- 
oria, Ill., has added the Saturday 
Night Barn Dance of station 
WOC-WHO, Des Moines, Iowa, 
to its radio programs. Popularity 
of Keystone Barn Dance over sta- 
tion WLS, Chicago, Saturday 
nights at 7:30, caused the com- 
pany to add the Des Moines pro- 
gram. The WOC-WHO Barn 
Dance program is being broad- 
cast each Saturday night at 8:30. 

Each program includes old- 
fashioned singing, __hill - billy 
bands, crossroads comedy, fancy 
fiddling, etc., designed to appeal 
to those living on farms. 





CLEVELAND EXPOSITION 
TO RUN DEC. 29-JAN 5 


Plans were recently announced 
for a trade and industrial fair 
to demonstrate the progress of 
Cleveland and northern Ohio, in 
industry, arts and commerce. 
The fair will be held from Dec. 
29 to Jan. 5, 1935, in Cleveland’s 
Public Auditorium and Exhibi- 
tion Halls. 

Lincoln G. Dickey, managing 
director, The Cleveland Exposi- 
tion, 511 Terminal Tower, Cleve- 
land, Ohio, said that important 
makers of hardware and allied 
lines in the Cleveland district 


As soon as practicable | 





were planning exhibits featuring 
actual manufacturing processes 
on the exhibition floor. A spe- 
cial section will be devoted to 
the Federal Better Housing 
Campaign. 

The exposition has the back- 
ing of 200 business and civic 
leaders as well as important or- 
ganizations in Cleveland. A sim- 
ilar exposition in 1927 drew over 
750,000 paid admissions. 





J. H. CROWE HANDLES 
INSURANCE POLICIES 





J. H. CROWE 


J. H. Crowe, secretary, The 
Retail Hardware Association of 
Alabama, 410 N. 2st St., Bir- 
mingham, Ala., has been ap- 
pointed state agent for the Ohio 
Hardware Mutual Fire Insurance 
Co. 

CHURCH, GENERAL MGR. 

LUX-VISEL, INC. 


H. A. Church has been ap- 
pointed general manager of Lux- 
Visel, Inc., Elkhart, Ind., manu- 
facturers of Metallic-X and other 
metal liquid menders. He was 
formerly vice-president of Thos. 
H. Bowers Advertising Agency, 
and for 17 years was connected 
with Aluminum Products Co., La 
Grange, Ill. Mr. Church has an- 
nounced that Lux-Visel products 
are distributed on a protective 
jobbing policy. 

R. J. WORKING HEADS 
REPUBLIC BRANCH OFFICE 


Robert J. Working was re- 
cently appointed district sales 
manager in Cincinnati, Ohio, for 
Republic Steel Corp., Youngs- 
town, Ohio, according to an an- 
nouncement by N. J. Clarke, 
vice-president in charge of sales. 

Formerly in the sales depart- 
ment of United Alloy Steel Corp., 
Canton, Ohio, Mr. Working was 
placed in charge of the Cincin- 
nati district office of that com- 
pany in 1927. Following the Re- 
public merger in 1930 he was 
made assistant district sales man- 
ager of the Cincinnati office. 





STIMUPLANT TO ENTER 
HARDWARE CHANNELS 


Stimuplant Laboratories, Inc., 
27-26 Jackson Ave., Long Island 
City, N. Y., manufacturers of 
plant foods and legume inocula- 
tion for the past twenty years, is 
branching out into the hardware 
field. Previously the company 
sold to the floral, seed and nur- 
sery trades only. 

Carl Wieland, Williamsport, 
Pa., who is well known in the 
hardware trade, will be special 
representative for the company, 
contacting hardware dealers in 
lower New York state as well as 
the upper tier of Pennsylvania 
from Catteraugus County to 
Broome County in New York 
State, and from McKean County, 
Pa., to Wayne County, Pa., south 
to Harford County, Md., and 
west to Garrett County, Md. 





VAN CLEEF BROS. MAKE 
SALES STAFF CHANGES 


Herman A. Wronker, division 
sales manager in charge of the 
southeastern territory for Van 
Cleef Bros., Chicago, Ill., manu- 
facturers of Dutch Brand prod- 
ucts, has resigned, and on De- 
cember 1 will enter another line 
of business for himself. George 
Bills, who was assistant manager 
of the Dutch Brand exhibit at a 
Century of Progress last summer, 
will succeed Mr. Wronker. 

H. G. Goble, who has been 
with the company for a number 
of years, and who managed the 
company’s World’s Fair exhibit, 
will call on the trade in cities 
adjacent to Chicago and parts of 
Michigan, Illinois and Indiana. 





SEATTLE KETTLE CLUB 
HEARS TALK ON TOYS 


At the October 22 meeting of 
the Seattle Pot & Kettle Club, 
Oscar Watson gave an interest- 
ing talk on “American and Im- 
ported Toys,” and quoted figures 
indicating that the sale of Amer- 
ican toys is still predominant. 
The following meeting was given 
over to a general discussion pe- 
riod, including holiday arrange- 
ments for stores. 





GEUDER, PAESCHKE, FREY 
AGAIN IN OPERATION 


Operations were resumed at 
the plant of Geuder, Paeschke & 
Frey Co., Milwaukee, Wis., on 
Nov. 5, following a strike which 
had lasted since Aug. 13. Under 
the terms of settlement the com- 
pany recognized the union only 
as a representative of its own 
members. The company specifi- 
cally reserved the right to bar- 
gain with any individual em- 
ployee or any groups of em- 
ployees not affiliated with the 
union. 
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FRANK ROSE MFG. CO. 
CHANGES SALES POLICY 
AND ITS PERSONNEL 


The Frank Rose Mfg. Co., 
Hastings, Neb., manufacturers of 
lawn sprinklers, grease guns, 
etc., and subsidiary of W. M. 
Dutton & Sons Co., Hastings, 
wholesale hardware distributors, 
has announced changes in its 
personnel and sales policy. Floyd 
T. Reuter, Kansas City, is now 
sales manager for Rose company, 
and Arthur Berck is factory su- 
perintendent. Mr. Reuter was 
for the past 12 years a manufac- 
turer’s representative operating 
from Kansas City. He is well 
known to hardware and auto- 
motive wholesale distributors 
throughout the country. 

Areas covered by manufactur- 
ers’ agents, through which most 
of the company’s products are 
sold, will be made smaller, and 
additional agents will be estab- 
lished. 

Arthur G. Alexander, who pre- 
viously was in charge of both 
sales and manufacturing for the 
Rose company, has resigned. He 
has not yet announced his plans 
for the future. 


SOUTHEASTERN ASSN. TO 
CONVENE IN ATLANTA 


H. M. Simmons, secretary- 
treasurer, Southeastern Retail 
Hardware & Implement Associa- 
tion, 317 Ten Forsyth Street 
Bldg., Atlanta, Ga. has an- 
nounced that the Twenty-First 
Annual Convention and Exhibi- 
tion will be held May 7-11, 1935, 
inclusive, at the City Auditorium, 
Atlanta. 


NEW ENGLAND HOUSE- 
WARES SHOW TO 
BEGIN FEB. 18 


The New England Housewares 
Club will hold the second New 
England Houseware and Appli- 
ance Show from Feb. 18 to 22 in 
Horticultural Hall, Boston, Mass. 
Robert Flower is chairman of a 
committee in charge of the show. 





BROADCASTS TALK ON 
INDEPENDENT 
MERCHANTS 


Ben F. Halliday, sales man- 
ager, Dunham, Carrigan & Hay- 
den, San Francisco, Calif., whole- 
sale hardware distributors, re- 
cently spoke over stations KJBS 
and KQW as guest speaker on 
the program of Allied Indepen- 
dent Merchants & Home Owned 
Business of California, Calif. 
Mr. Halliday urged support of 
independent merchants, pointing 
out that these men live in the 
communities they serve, pay local 
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| taxes and take an active part in | 


local civic affairs. 

He declared that many of his 
listeners had sons who would one 
day wish to operate their own 
retail stores and that their op- 
portunity would rest upon the 
continued prosperity of inde- 
pendent business. 


COURTNEY OPENS 

MIDTOWN BRANCH 
Courtney’s Locks, Inc., 530 W. 
125th St., New York City, has 
opened a midtown branch at 714 
Seventh Ave., New York City. 





CHARLES COURTNEY 


The branch has been established 
to improve the firm’s service to 
patrons located in the Times 
Square area. In addition to 
staple keys and locks, the shop 
is carrying more than 10,000 
trunk keys and combinations for 
about 250,000 auto keys, as well 
as a complete stock of auto door 
lock handles. 

Chas. Courtney, president of 
the firm, is an internationally 
known locksmith, and is presi- 
dent of the American Associa- 
tion of Master Locksmiths. 


CONNECTICUT DEALERS 
TO MEET FEB. 26-27 


The Connecticut Hardware As- 
sociation will hold its annual 
convention Feb. 26 and 27 at the 
Hotel Taft, New Haven, Conn. 
Details concerning the annual 
party of The Nutmeggers will be 
announced later. Charles Free- 
man, secretary, Connecticut 
Hardware Association, has his 
headquarters in Branford, Conn. 





HARDWARE MAN HEADS 
LOCAL KIWANIS CLUB 


Thomas K. Ruff, vice-president, 
Ruff Hardware Co., Columbia, 


S. C., has been elected president | 


of the Columbia Kiwanis Club. 


| 


| 





| Boosters. | 








HINCHMAN REPRESENTS 
WICKWIRE BROTHERS 


Fred B. Hinchman, well known 
to the metropolitan New York 
hardware trade, is now represent- 
ing Wickwire Brothers, Cortland, 
N.. Y., manufacturers of wire 
cloth, wire netting, wire nails 
and wire, with New York City | 
offices at 605 W. 59th St. Mr. | 
Hinchman will cover northern | 
New Jersey, Westchester County, | 
New York City and all of Long | 
Island. 

He was for 15 years manager | 
in the metropolitan New York | 
district for the John Russell | 
Cutlery Co. Mr. Hinchman is a | 
past president of the Hardware | 





FRED B. HINCHMAN 





BRIEF ITEMS FROM 


HERE AND THERE 





MICHIGAN 


Roger’s Hardware, 17530 Mack 
Ave., Grosse Pointe, Mich., is 
closing out its business. 





H. W. Blackwell, Gladstone, 
Mich., hardware dealer, reports 
that most of the merchandise re- 
cently stolen when one of his 
store windows was broken into 
has been recovered, although the 
thieves have not yet been appre- 
hended. It was incorrectly stated 
in the October 25 issue that the 
Blackwell store was located in 
Escanaba, Mich. 


WISCONSIN 


L. P. Peterson, electrical con- 
tractor at Luck, Wis., has started 
erection of a building for a new 
hardware store. He expects to 
open for business about Dec. 1. 

Stock of the Gunderson hard- 
ware store in Iola, Wis., has been 
moved to new quarters in the 


Torgerson Bldg., N. Main St. 








TEXAS 
Maurice Bell, Bell Feed & Im- 
plement Co., Donna, Tex., re- 
cently announced the addition of 
a stock of hardware. 





Bogota Hardware Co., Bogota, 
Tex., has reopened with a new 
stock. 


TENNESSEE 


Extensive alterations are be- 
ing made to the store of London 
Hardware Co., Johnson City, 
Tenn. A separate sporting goods 
department to be known as the 
London Sporting Goods Shop has 
been established. 





Vaughan Hardware Co., Win- 
chester, Tenn., was recently bad- 
ly damaged by fire and water. 
The fire started in the adjoining 





building occupied by a depart- 
ment store. Full insurance was 
carried. Business was immedi- 
ately resumed in a temporary lo- 
cation on the east side of the 
public square. A new building 
will be erected. 





ILLINOIS 


A warehouse occupied jointly 
by the Joseph Guggenheim Co., 
paint and oil dealers, and Wirtz 
Bros., hardware dealers, at 2911 
Wentworth Ave., Chicago, IIl., 
was recently damaged by fire. 





PENNSYLVANIA 


Maurer Hardware, Philipsburg, 
Pa., was recently damaged by 
fire. 


OHIO 


A closing out sale of the gen- 
eral hardware stock of the store 
formerly operated in Beaverdam, 
Ohio, by Henry Shull, was re- 
cently held. 


GEORGIA 
Fire which swept through the 
business sectipn of Thomaston, 
Ga., damaged the hardware store 
of H. Kilpatrick. 


NEW YORK 


Jack Weinberg and Mickey 
Schneider have leased a store at 
150 E. 23rd St., New York City, 
for a hardware store. 


CONNECTICUT 


The business of the John M. 
Page Co., 189 Church St., Nau- 
gatuck, Conn., hardware store has 
been purchased by Elmer 
Schmitz, Naugatuck Hardware 
Co., 25 S. Main St., Naugatuck 
Mr. Schmitz will remodel the 
Church St. building and con- 
solidate both stocks there. 











HARRY MURPHY 


Harry Murphy, 66, Lynchburg, 
Ohio, member of Murphy-Benham 
Hardware Co., operating stores 
in Hillsboro, Lynchburg and 
Hillsboro, died recently following 
a stroke. He had been in the 
hardware business in  Lynch- 
burg for more than 40 years. 
Starting as a tinner in Murphy 
Brothers tin shop and_ stove 
store he added hardware to the 
businéss in 1898 and became as- 
sociated with J. R. Benham in 
1915. Mr. Murphy served as 
mayor of Lynchburg, village 
councilman and was a director 


of the local bank. 





ERNEST S. RANDALL 


Ernest S. Randall, 63, Freeport, 
Long Island, N. Y., a member of 
the former hardware firm of Roos 
& Randall in that town, died Oct. 
31, while on a steamship cruise. 
He organized the First National 
Bank & Trust Co., of Freeport, 
was its president for 14 years, 
and at the time of his death was 
chairman of the board. He 
served as president of the village 
in 1914 and was for several years 
a village trustee. 





TIMOTHY B. ROSE 
Timothy B. Rose, 77, for 25 
years proprietor of a hardware 
store at Moline, Mich., died Nov. 
1l in that town. 





LUCIUS F. CARY 


Lucius F. Cary, 55, for some 


time a vice-president of the Vir- 
ginia-Carolina Hardware Co., 
Richmond, Va., wholesale hard- 
ware distributors, died recently 
in that city. At the time of his 
death he was assistant city at- 
torney. 


EARLE G. BOTT 


Earle G. Bott, 40, vice-presi- 
dent and general manager, Black- 


hawk Mfg. Co., Milwaukee, Wis., | 


tool manufacturers, died recently 
after an illness of three months. 
He had been with the Blackhawk 
company since 1920. 


OBITUARY 


EDMUND O. WILLINS 


Edmund Orgill Willins, son 
of the late John T. Willins, for 
many years associated with Orgill 
Bros. Co., Memphis, Tenn., whole- 
sale hardware distributors, died 
recently following an illness of 
two months. He was 53 years of 
age. 


WALTER J. GOODALL 


Walter J. Goodall, 74, retired, 
who was formerly vice-president 
of W. J. Holliday & Co., Indian- 
apolis, Ind., died recently at his 
home in that city. 





FRANK A. RILEY 


Frank A. Riley, 80, Caro, 
Mich., hardware dealer for the 
past 40 years, died recently fol- 
lowing an illness of several 
weeks. The store had been oper- 
ated by Mr. Riley’s father, who 
had started his hardware busi- 
ness in Watrous, Mich. 





WILLIAM F. WILLIAMS 


William Fort Williams, 81, re- 
tired hardware dealer, was fatally 
injured recently when struck by 
| an automobile in Atlanta, Ga. 





JOHN J. HILL 


John J. Hill, for years a hard- 
ware dealer in Owensboro, Ky., 
died recently at the home of his 
son in Detroit, Mich., following a 
| long illness. 


MRS. M. R. BISSELL 


Mrs. M. R. Bissell, 87, chair- 
man of the board of the Bissell 
Carpet Sweeper Co., Grand 
Rapids, Mich., died Nov. 8. Mrs. 
Bissell helped her husband de- 
velop a market for the sweeper 
he invented and after his death 
in 1889 became president of the 
| company. She retired from the 
| presidency in 1919 and was 
elected chairman of the board. 

Mrs. Bissell is survived by her 
son, M. R. Bissell, Jr., president 





| of the company since 1931, an- | 


| other son and two daughters. 








RICHARD J. BARRETT 


Richard J. Barrett, since 1897, 
a city salesman for Simmons 
Hardware Co., St. Louis, Mo., 
wholesale hardware distributors, 
died November 11. Mr. Barrett. 
who was well liked by the trade 





RICHARD J. BARRETT 


and by his associates, started 
with the Simmons organization 
in March, 1883. He began as 
wagon boy to the city buyer and 
was then transferred to the stock 
| department, after which he be- 
came a city salesman. 








FRANK M. BOSTATER 


Frank M. Bostater, 60, direc- 
tor and one of the organizers of 
The Standard Electric Stove Co., 
Toledo, Ohio, died recently 
while on a business trip. He had 
been continuously in the electric 
range business since the Stand- 
ard company’s formation in 1912. 
From 1918 to 1921 he represented 
the company in the central west 
territory, later being transferred 
to Birmingham, Ala., where he 
remained for two years working 
on the initial development in 
that territory. 


E. T. HOLT 


E. T. Holt, 60, formerly in the 
hardware business, died recently 
at his home in Leesville, S. C. 








| T. I. ALEXANDER 
| TT. I. Alexander, 60, Waco, 
| Tex., for 16 years a traveling 
| salesman for the McLendon Hard- 
ware Co., Waco, died recently at 
| his home. 








DUNLAP SHOT WHEN GUN 
ACCIDENTALLY FIRES 


J. Bascum Dunlap, Brinkley, 


Ark., hardware dealer, was re- | 


cently severely injured when a 
shotgun in the store was knocked 
over. Mr. Dunlap, a partner in 
the firm of Milwee & Dunlap, was 
moving an adding machine in his 
office when the adjustment roller 
of the machine struck the gun, 
causing it to fire. When he at- 
tempted to catch the gun, the 
second shot was fired. 
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| FORM HARDWARE FIRM 


A. M. Sterling, J. M. White 
| and F. F. Locke recently formed 
a hardware firm in Lawrence- 
burg, Tenn. The business is op- 
erating as Sterling-White Hard- 
ware Co. 


FIRE DAMAGES STORE 


Fire recently destroyed the 
R. A. Henderson hardware and 
grocery store at Centerville, Pa. 
Mr. Henderson carried his wife 





| from the burning building and 
| led his father-in-law to safety. 
| 





ADDRESS BOOSTERS 


| E.R. Masback, president, Mas- 
| back Hardware Co., New York 
City, wholesale hardware dis- 
tributors, will address the Nov. 
24 meeting of the Hardware 
Boosters to be held at the Hard- 
ware Club. Mr. Masback will 
speak on wholesale codes. 


| E. R. MASBACK WILL 
} 
| 


H. P. AIKMAN TALKS TO 
LOCAL ROTARY CLUB 


Horace P. Aikman, Cazenovia, 
N. Y., director, NRHA, recently 
addressed the Geneva, N. Y., Ro- 
tary Club on the importance of 
the hardware business in serving 





HORACE P. AIKMAN 


people, particularly those in 
small towns and rural communi- 
ties. He emphasized the matter 
of personal service which is so 
important in business in smaller 
towns. 


GEORGE W. ELLIS NOW 
MANUFACTURER’S AGENT 

George W. Ellis who was for 
many years a buyer for Supplee- 
Biddle Hardware Co., Philadel- 
phia, Pa., wholesale hardware 





GEORGE W. ELLIS 


distributors, is now in business as 
a manufacturer’s representative. 
| Mr. Ellis is well known to the 
| hardware trade. His headquar- 
|ters are at 1619 N. 59th St., 
| Philadelphia. 











Howard Bernard has purchased 
the interest of Cecil Griffin in 
the hardware store of Bernard 
& Griffin, Montezuma, Iowa. Mr. 
Bernard began in the business 
26 years ago, having become a 
| partner five years ago. 
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Gift 


NEW DEPARTURE COASTER BRAKE 


Christmas Season 
Bicycle Poster 


This attractive poster features bicycles 
as Christmas gifts. It measures 16 by 25 
inches, is printed in red, black and green. 
Available to stores handling bicycles. The 
New Departure Mfg. Co., Bristol, Conn. 


Irwin Ship Auger 
With 4-Way Shank 


Made of molybdenum alloy tool steel, 
heat treated throughout its entire length, 
the Irwin Ship Auger with 4-Way Shank 
is ready-made for use in a bit brace. It 
takes the place of both the old ship auger 
and ship auger car bit. Can be converted 
into ready-made shanks for use in air or 
electric drills, or in an auger handle, by 
simply sawing off the end of the shank at 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages _ | 
—New Colors—New Deals— _ | 
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the proper point. The same thing holds 
true if it is desired to weld on an extension 
rod. Shank is purposely left soft at cutting 
points so a hack saw can be used effective- 
ly. Section of shank grooved and machined 
for the 3-jaw chuck on electric drills and 
for the set-screw chuck on air drills. Elimi- 
nates expense of forging shank to fit it for 
use in special drills. The maker states 
that these augers will not bend nor become 
distorted and that they bore perfectly true 
and stay sharp for a long time. Free dis- 
play board of three-ply wood with natural 
finish, measures 15 in. by 21% in., with 
sturdy easel on back, offered with order 
for 2 doz. of these ship augers. A folder 
giving price information and _ illustrating 
the ship auger has been issued. The inside 
spread of the folder can be used for a 
window or store poster. The Irwin Auger 
Bit Co., Wilmington, Ohio. 


Continental Screen Co. 
*“*Air Meter”’ Glass Ventilator 


This ventilator is adjustable and _ is 
adapted for use in homes, offices, schools, 
factories, hospitals and hotels. Made in 


two popular sizes; No. 37, 10 in. high ex- 
tending from 22% in. to 37 in. wide and 
No. 49, 10 in. high extending from 28% 
in. to 49 in. Packed complete in indi- 
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vidual cartons, one dozen to a case. To set 
up grooved brackets are fastened to win- 
dow casing and ventilator is slid into 
grooves. Continental Screen Co., 1328 


Book Bldg., Detroit, Mich. 





Gillette “Aristocrat” 
One Piece Razor 


Here is the colorful window display 
offered by Gillette showing the Gillette 


closes the razor. There are no loose parts 
and no separate pieces to assemble. Packed 
in leather covered traveling case, the razor 
is 24 karat gold plated. Gold plated blade 
box contains 10 Gillette Blue Blades. 


Gillette J 


OnE PIECE RAZOR § 


CH one pirce 


WO LOOTE PARTS 


LET US DEMONSTRATE THIS 
AMALING RATIOR TO YOU 


“Aristocrat,” a one piece safety razor. A 
twist opens the razor for removal or inser- 
tion of blade and a twist the other way 





Suggested retail selling price, $4.00. Sug- 
gested minimum, $3.79. Dealer cost, $2.68. 
Gillette Safety Razor Co., Boston, Mass. 
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Gardex Culti-Claw No. 180 


lor use in flower and rock gardens the 
Gardex Culti-Claw No. 180 permits culti- 
vating while standing up. Enables work- 
ing closely between plants, around flowers, 





under shrubbery and in other places diffi- 
cult to reach. Complete with 4% inch 
handle. Gardex, Inc., Michigan City, Ind. 


Rawlplug Co. Introduces 
Rawl-Drive Expansion Bolt 

The Rawl-Drive is a one-piece device for 
holding or attaching anything to hard ma- 
terials such as concrete, brick, stone, etc. 
The maker points out that this expansion 





bolt looks like a bolt, drives in like a nail, 
has tremendous gripping and _ holding 
power and gives the user the advantage of 
a combination anchor and anchoring device 
in a single unit. Caulking is unnecessary. 
Hole is drilled in material, fixture put in 
place and by a few sharp blows with a 
hammer Rawl-Drive is permanently an- 
chored. The maker states that tests have 
shown a 3/16 in. Rawl-Drive will with- 
stand 1200 lbs. direct pull when embedded 
in 1-2-4 concrete, that a % in. Rawl-Drive 
in the same concrete will withstand 12,000 
Ibs. pull and that fixtures do not jar or 
work loose from vibration. Body of bolt 
sheared longitudinally through the center. 
Each side of shear is deformed in opposite 
directions, the result being a bow out- 
wards on both sides of bolt. Bolt of high 
carbon steel especially treated to secure 
spring properties, bow forms a spring 
tension with great gripping power. Diam- 
eter of drilled hole in which it is used is 
actual dameter of bolt stock. When driven 
in place bow sides are compressed back to 
original position and tension thus secured 
grips sides of hole like a vise. Made with 
several style heads—round, countersunk 
and stud types, illustrated. Stud type per- 
mits removal of fixture at any time with- 
out disturbing Rawl-Drive. Other style 
heads made to order. Standard packaged 
Rawl-Drive cadmium plated, natural black 
finish can be supplied in quantities. The 
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maker points out additional features: 
eliminates spotting of fixtures; no possi- 
bility of misapplication; saves time in ap- 
plication; smaller drilled holes reduce drill 
costs and because of ats design consider- 
able tolerance is permitted in size of 
drilled hole. Complete data available from 
The Rawlplug Co., Inc., 98 Lafayette St., 
New York City. 


_— 


Weed Tire Chain Repair Kit 


This handy assortment of repair parts 
for tire chains is packed in a substantial 
wooden box with compartments and con- 
tains end connecting hooks, cross chain 





connecting links, side chain repair links 
for passenger car, truck and bus chains. 
Specification table of Weed Chain Repair 
Parts is also included. American Chain Co., 
Inc., Bridgeport, Conn. 


Steelbuilder Construction Toys 


The Steelbuilder construction toy set 
embodies a combination of girder and 
panel type construction toy sets. Steel- 
builder patent is a channel girder and an 








interlocking corner piece giving results in 
models similar to those obtained in actual 
engineering operations by welding. Bolt 
and nut construction is used to rivet the 
girders together, although very few are re- 
quired. These sets are offered in three 
sizes, listing at $1, $3 and $5. Each set 
contains a 32-page “Book of Models,” il- 
lustrated in three colors. Over 100 differ- 
ent models are shown together with com- 
plete simple, engineering instructions for 
duplicating them. There is much color 
in the sets and the package makes an at- 
tractive counter display. Girders and 
panels are steel, base plates are yellow. 
Large wheels are red, small wheels, angle 
irons and corner pieces are rust proof 
metals. Boxes are Cellophane wrapped. 
Steel Builder Co., Inc., 12 Orange St., 
Newark, N. J. 








Hotpoint Electric Range Display 


This Christmas season display for Hot- 
point automatic electric ranges utilizes an 
electric flasher and shadow-box arrange- 
ment. Larger of two panels comprising 
display shows range when light is turned 
off. When light flashes on, a large direct 
color photograph of a Christmas morning 
scene appears in place of range picture. 
Posters designed to stand on either side of 
Hotpoint range, have “World’s Fair red” 
as their chief color and present a contrast 


to enamel of range itself. “What Mother 
Really Wants,” is the theme appearing on 
all Hotpoint Christmas promotion material. 
Edison General Electric Appliance Co., 
Inc., Chicago, Ik 
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Humiditherm 


This combination dial thermometer and 
humidity meter has molded composition 
case, 6 in. high, trimmed with chromium. 
Humiditherm has shield-shaped dial of 
satin-finished metal with two etched scales, 
indicating temperature and relative humid- 





ity by means of moving pointers. Guaran- 
teed by makers to be accurate to the best 
commercial limits. “Health Zone” area on 
both temperature and humidity scales des- 
ignate limits which physicians designate 
as most desirable for human well being. 
List price, $3.50. Rochester Mfg. Co., 
Rochester, N. Y. 


LePage’s ““Grab-Bag” 
10c Department Display 


LePage’s “Grab-Bag” assortment includes 
a heavy cardboard colorfully finished dis- 
play basket and three dozen items having 
a suggested retail selling price of 10c. each. 
Having a total retail value of $3.60. This 
assortment costs the dealer $2.25. Display 





is packed in carton with the items. As- 
sortment includes: ten LePage’s Grip- 
spreader Mucilage; six LePage’s Tubes of 
Big Boy Paste; six Signet Ink “Cubes”; 
six LePage’s Waterproof Cement; six bot- 
tles Chase’s Glue and two LePage’s Water- 
proof Glue. Russia Cement Co., Glouces- 
ter, Mass. 


Scovill Blue Blast 
Aleohol Torch No. H-292 


This torch is chromium plated with 
black Japan handle. Burns alcohol only, 
starts automatically after alcohol in light- 
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ing cup has burned for few minutes. 
Filled two-thirds full torch will burn for 
one hour. Produces flame 2100 deg. F. 











Pressure necessary for continuous opera- 
tion is self generating. Torch filled from 
top by unscrewing burner head and re- 
moving complete unit from tank. ' For 
starting, asbestos in priming cup should 
be saturated, then lit with match. Orifice 
in burner can be cleaned by using small 
wire attached to base of torch. Packed 
in individual blue and black cartons. 
Scovill Mfg. Co., Waterbury, Conn. 


Westclox Bantam Model 
Alarm Clock 


The Westclox Bantam alarm clock has 
curved back, smoothly rounded, giving 
streamline effect. Half circle base, con- 
vex glass, easy to grip keys and hand sets. 





Bold, easily read numerals, clean-cut hands. 
Height 4% in. Thirty-hour movement. 
Inner bell alarm. Green with black base 
only. Western Clock Co., La Salle, Il. 


Dremel Electric Hone- 
Strop For Razor Blades 


The Dremel Electric Hone-Strop has 
four horizontal shafts carrying honing and 
stropping rollers. Driven through worm 
and gears at high speed, honing and strop- 
ping both edges at the same time. Four 
front rollers are strops and are made of 
leather. Two rear rollers on upper shaft 
are hones made of fine abrasive. Rollers 
rotate in opposite directions. Universal- 
type motor for 110 to 120 volt operation. 
For sharpening, blade is placed on blade 
holder and slid in and out of machine at 





normal counting speed. Stop provided to 
keep blade holder from sliding out of ma- 
chine. Built-in automatic switch operates 
in connection with blade holder. Pushing 
blade holder in opens switch and stops 
motor. Pulling blade holder out closes 
switch and starts motor. Chromium plated 


Razor BLADE 





housing, satin finished top and sides and 
polished high line. Stop provided to pre- 
vent switch from operating until blade is 
removed from holder. List price, $4.95. 
Dealer discount, 40 per cent. Dremel Mfg. 
Co., Fourteenth and Clark Sts., Racine, Wis. 


Keystone (K-1) Home Workshop 
Wood Turning Chisels, Gouges 


Supplementing Disston’s Keystone line 
for the motorized home workshop are these 
wood turning chisels and gouges. There are 
eight patterns—%4 in. Parting, % in. 
Round Nose, % in. Spear Point, % in. 
Gouge, % in. Gouge, % in. Skew, %4 in. 
Gouge and 1 in. Skew. These chisels are 
well made, fitted with 9 inch hardwood 
handles and brass ferrules. Six small sizes 
list at 65c each, while the % in. Gouge 
and 1 in. Skew have a suggested retail 
selling price of 90c. These Keystone Home 
Workshop Wood Turning tools are also 
supplied in sets comprising one of each 
pattern packed in display box. Complete 
set of 8 chisels and 6 gouges has a list 
price of $5.60. Another set containing six 
smaller chisels packed in individual dis- 
play box’ is supplied to retail at $3.90 for 
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set of six. Disston offers hardware whole- 
salers a 4-page insert for salesmen’s cata- 
logs fully describing the Home Workshop 
Line. Another folder giving only retail 
prices is being issued for dealer distribu- 
tion. This folder also gives information on 
refitting all saws and tools offered in the 
Keystone line of motorized equipment. 
Henry Disston & Sons, Inc., Philadelphia, 
Pa. 
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Revere Solid Copper 
Ware Shown In Catalog 


This catalog shows some of the processes 
of manufacture in the production of Revere 
copper kettles. Construction features of the 
kettles are described in detail—chromium 
plated and nickel plated copper kettles and 
copper tea kettles. Other items illustrated 
and described are drip coffee pot, tea and 
coffee pots, copper and brass cleaner, skil- 
lets and wash boilers. Catalog shows uten- 
sils in actual colors. Revere Copper & 
Brass, Inc., Rome Mfg. Co. Division, Rome, 


Me 3. 


Davis Lawn Mowers With 
Automotive Free Wheeling 


Davis Lawn Mowers offered in 16, 18 
and 20-in. sizes have free-wheeling clutches, 
machine-cut gears, needle bearings on reel 
shaft and hardened reel shafts. The maker 
states that the driving clutches are identi- 
cal in design to those used in free-wheel- 
ing units of automobiles, that they are 
entirely silent and positive in operation. 
Needle-type bearings on reel shaft. Ma- 
chine-cut gears are cut on same machines 
that makes gears for automobile trans- 





missions. Wheels, 105% in. in diameter. 
Cutter bar has lipped shearing edge. Reels, 
6 in. in diameter; five blades of fine cruci- 
ble tool steel, oil tempered, sheer cutting, 
self sharpening, formed to perfect spiral. 
Reel shaft, % in. in diameter, with mal- 
leable double riveted spiders; shaft end 
cyanide hardened and running on needle 
bearings. Illustration shows mower with 
wheels removed, exposing free-wheeling 
clutch and machine-cut gears. G. W. Davis 
Corp., Richmond, Ind. 


Moore Push-Pin 
Revolving Display 

Made of metal throughout, the Moore 
Push-Pin revolving cabinet displays seven 
different colored packets of Moore prod- 
ucts—Aluminum Push-Pins, Glass Head 
Push-Pins in two sizes and Push-less 
Hangers in four sizes. When filled the 
unit holds 72 window-front packets of the 
company’s products, any of which are 
easily removed. Requires but six inches 
of space on counter. Metal receptacle for 
circulars is on top of display. The com- 
pany supplies circulars telling how to hang 
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pictures and other wall decorations. Other 
circulars descriptive of the line will be 
published from time to time. No charge 
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is made for the cabinet, one being given 
with each order for complete assortment 
of 72 packets. Moore Push-Pin Co., 113- 
125 Berkley St., Philadelphia, Pa. 


Norton Pike Multi-Oilstone 


This two-stone model No. IM2I11 has 
two extra long, vitrified Norton Pike Oil- 
stones of coarse and fine grits. Stones sat- 
urated with oil at factory. Extra large 
size permits full, sweeping stroke. When 
in use stone is elevated preventing cut and 
grazed knuckles, the other stone remaining 
in a bath of oil. Stones may be changed 
from one grit to another almost instantly. 
If one surface of a stone becomes worn it 
may be reversed and opposite surface used. 
Has heavy cast base assuring rigidity. 
Non-skid feature designed to prevent slip- 
ping and sliding on bench. Finely fin- 
ished in long-wear enamel with such parts 





which might be subject to rust, heavily 
nickeled. For meat markets, hotels, restau- 
rants, carpenter shops, etc. It will be of 
interest to the Home Craftsman. Behr- 
Manning Corp., Troy, N. Y. 


The “Ever-Ready” Shower 


This portable unit is a shower, shampoo, 
massage, bath and kitchen spray in one. 
Attaches to regular faucet. Shower head 
may be placed at any height or in any 
position for bathing, shampooing, dish 
washing, etc., by means of suction cup. 
All metal parts of Ever-Ready Shower are 
of brass and chromium plate. Live rubber 











with smooth satin finish. Weighs less than 
1% lbs. Available in red, green, blue and 
orchid. Individually packed in attractively 
illustrated boxes. For the Christmas gift 
trade it will be wrapped in holly-printed 
Cellophane. Suggested retail selling price, 
$1.69. Dealer cost, $1.02. The Stanley 
Oliver Mfg. Co., 564 W. Randolph St., 
Chicago, Ill. 


Hamilton Beach Display Unit 


This window display unit is now avail- 
able to dealers handling Hamilton Beach 
Food Mixers. It stands 28 in. high, 40 in. 
wide and 10 in. deep. A shelf is provided 





to hold the Hamilton Beach Food Mixer. 
Mixer is operated with bowl revolving, 
thus making a moving display. Display 
sent to dealers, prepaid, on request. Ham- 
ilton Beach Mfg. Co., Racine, Wis. 


Irwin Auger Bit 
Offers Catalog 34B 


Irwin’s catalog and discount sheet No. 
34B shows the company’s three lines: 
Bluwin, alloy steel, heat treated all over, 
ground to exact size and finished in heat 
treatment blue; Irwin, special bit steel, 
heads treated, silver buffed finish, and 
Clinton, basic steel, heads heat treated, 
polished finish. All items made for regular 
stock and sizes are shown in the catalog. 
Irwin sets illustrated in catalog. Auger, 
expansive, electrician, short auger, car, 
single twist car and short car bits are 
shown and described. Ship, single twist 
ship, long ship, nut, boring machine, Irwin 
Ring, Irwin Rafting and Irwin Derrick bits 
are illustrated and described as well as ma- 
chine bits and Bluwin pulp samplers. This 
catalog is compact, containing but 12 pages 
—including illustrations, descriptions and 
prices. The Irwin Auger Bit Co., Wilming- 
ton, Ohio. 
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—6“"Fve 
sold them 
for years’ 


“Irs only natural for a new customer to judge 
my store and the goods I sell by his first purchase. 
And many times a customer, who comes here for 


the first time, comes to buy bolts. 


“That’s why I carry Bethlehem Bolts. They’re 
strong and clean-threaded and accurate. My cus- 
tomers know the Bethlehem name. And because 
bolts are often wanted in a hurry, and are a prof- 


itable line, I carry them in a wide range of sizes. 


“When I say that I’ve sold Bethlehem Bolts 
for years and never had a complaint about 
them, you can see they’re dependable. They’re 


doing their full share to uphold my business.” 
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Bethlehem Bolts are made under the direction of bolt 


specialists at our big Lebanon, Pa., plant, a self- 
contained Bethlehem division devoted entirely to the 
production of bolts, nuts and related products. And 
they’re made of Bethlehem steel, of the grade selected 


by our metallurgists as most suitable for the purpose. 


BETHLEHEM STEEL COMPANY 
GENERAL OFFICES: BETHLEHEM, PA. 


District Offices: Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincinnati,Cleveland, 
Dallas, Detroit, Houston, Indianapolis, Kansas City, Milwaukee, New York, Philadelphia, 
Pittsburgh, St. Louis, St. Paul, Washington, Wilkes-Barre, York. Pacific 
Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Seattle, 
Los Angeles, Portland, Honolulu. Export Distributor: Bethlehem Steel Export 
Corporation, New York. 


BETHLEHEM 
BOLTS*’°NUTS 
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The time-tested quality of HOLTITE Products, 
backed by the Continental Screw Company’s na- 
tion-wide reputation for precision manufacture, 
assures every hardware dealer and user of abso- 
lute dependability. 


Accurately processed of high grade materials, 
rigidly inspected and promptly serviced from 
factory or convenient branches, these well- 
known units supplement the quality of every 
product in which they are used. 


Stock the complete HOLTITE line. Send for 
illustrated catalog. 


Distributed through 
Hardware Jobbers 


CONTINENTAL 
New Bedford, S CREW C fe) 


Mass, U.S.A. 


Southern Branch: 1421 Fort St., Chattanooga, Tenn. 
Western Branch: 6529 Russell St., Detroit, Mich. 


HOLTITE 
PRODUCTS 











Their Rediscovered Asset 


(Continued from page 26) 


ginning to resign himself to the be- 
lief that independent stores were 
doomed to extinction. 

“Tl bet half the electric appli- 
ances sold in this town were sold by 
outside people,” continued Ed, “and 
we've been established—that is, Dad 
has—in Bergus for the last 30 years. 
These fellows come in here for a 
day at a time and they’re out again 
—usually with two or three orders. 
People will buy a big item like a 
washing machine from one of these 
peddlers, but they wouldn’t give us 
a tumble.” 

“Can’t tell about that, Ed; we’ve 
never tried it.” 

“Well, Tommy, I'd hate like the 
devil to go around this town peddling 
after all these years of running a nice 
clean hardware business. It may be 
all right for these fellows from out of 
town, who are not neighbors of their 
prospects, but what would Dad say 
if he saw us at it?” 

“What would Dad say if we had 
to close out the business? He 
wouldn’t like that either—and that’s 
just what will happen if we don’t do 
something to get back our volume. 
I might get out and try something 
else, but that would not save the 
business, the way things are going.” 

Both discussed the matter most of 
the day, not being greatly disturbed 
by customers. The discussion con- 
tinued at Tom’s house after dinner, 
and the final decision was to check 
over the various sales that had been 
made in town by out-of-town agents, 
the mail order houses and others. 
The survey disclosed that in nine out 
of ten instances the chances were 
great that, with anything like a genu- 
ine effort, Alberts could have sold 
the machines. It was Tom’s conten- 
tion that in late years they had ac- 
tually given more thought and atten- 
tion to the routine work of the store, 
from sweeping out in the morning 
to closing up at night, than to any 
form of selling or display matters. 
They decided then and there that if 
they were to survive in Bergus or 
anywhere else, selling would have to 
be first in mind. 

Within ten days a line of washing 
machines was taken on, and Tom, hav- 
ing the greater enthusiasm for the 
plan, started on a series of calls in 
town. Having been a life-long resi- 


dent of Bergus, he knew better than 
any outside agent where the possibili- 
ties for sales were hiding and could, 
moreover, follow them up more in- 
telligently. There was Dr. Harmon’s 
home on River Avenue. Why had 
Mrs. Harmon never owned a wash- 
ing machine of the new electric type? 
An interesting question for Tom. 
He had never asked himself that be- 
fore—in fact, the Alberts brothers 
had not been asking many questions 
pertinent to sales in late years. 

Mrs. Harmon had always engaged 
old Mrs. Trudeau, the best laundress 
in Bergus—people in Bergus knew 
Mrs. Trudeau as a “washwoman.” 
Mrs. Harmon was a_ charitable 
woman and had always been in the 
forefront of charitable and church 
affairs in town. Why had she never 
considered the strain on old Mrs. 
Trudeau’s back? thought Tom. 
Doubtless she felt comfortable about 
giving the tired old lady regular 
employment. Mrs. Trudeau never 
needed help from the community 
chest. “By cracky,” thought Tom, 
“if for no other reason than to help 
Mrs. Trudeau I’ll sell Doc Harmon’s 
wife a washing machine.” 

Tom’s decision to sell the wife 
was accidental as far as he was con- 
cerned, but he was to learn months 
later that unless he sold the wife he 
never quite sold the machine. 

Mrs. Harmon was momentarily 
surprised to see Tom Alberts and 
wondered if something unusual was 
up. It was. Alberts were about to 
embark on a successful selling era. 
In a straightforward way that car- 
ried conviction, Tom told Mrs. Har- 
man about ihe new type of washing 
machines, wisely dwelling upon the 
benefits to be derived from its use, 
rather than talking about mechanical 
details. He explained how the store 
had secured this particular line, how 
he and Ed had carefully chosen it for 
long and satisfactory service; since 
they were old residents and neighbors 
with every one in town, they were 
particular that their line should be 
the best that could be obtained for 
the money their customers were able 
to pay. They wanted every cus- 
tomer of theirs to remain their 
friends. They would always be 
available at the store or by telephone 
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A series of messages to tell how handles are made 


From Start to “Finish” —Quality in American Handles 


No. 4—To the Finished Handle! 





HIS, the last of our series, pertains only to the finishing 
touches of polishing and waxing American Handles. 


In building a quality handle, we do not stop where we start, 
with the timber itself, nor with the essential skilled workman- 
ship, as there are also other important steps, particularly sea- 
soning and grading. All the previous quality and effort can 
be undone by improper drying and seasoning. We have in- 
stalled our own specially designed fan kiln in which an even 
temperature and wind pressure is applied to the handles, in 
their three days of slow drying. Every twelve hours, the wind 
pressure is reversed so each handle is properly dried from 
every angle. Samples are scientifically tested regularly to 
ascertain and insure uniform drying and moisture content. 


Each handle is then graded, and packed so that good, clean 

; ; packages and contents are ever available to both jobber and 
bem a ange ge lg oP gang on retailer. (The American King brand is individually packed.) 
itself. . .. But note the last stages of the finished handles. 








Above is a handle that has been coarse polished. This is the second sand belt operation and the sand used for 
this is a little smaller than the grinding sand. At this stage, the handles are taken to the warehouse, where they 
are graded and stacked back to thoroughly season. After seasoning, the handles are then re-graded against orders 
and taken back to the Belting Department for finishing. 


Bie LP TS? |S 






The sand used for this final sand belt operation is very small, and leaves th ‘ace of the wood as smooth 


Above is a handle that has had the third and final sand belt operation, and is + ~ a as a finished handle. 


as glass, without any sand marks whatever. At this stage, the handle is ready for the waxing belt, which is the 
last machine operation. . 








Above is a waxed handle. At this stage, the handles are sent to the packing room, where they receive the final 
grading, labeling or branding if required, and are packed under the supervision of men with years of experience 
in grading handles. In fact, five of them have been with us for over 22 years each. They know our customers, 
and this also insures the uniform grades, based on the individual preferences of the various jobbers with whom 
we have done business for many years. No handle leaves the plant without individual inspection. 


* * * 


A single catalog sheet, showing the various steps in the pro- clerks. We believe there is no better way to impress one with 
duction of handles, including these, is available in any quality that has to be BUILT into an article, than to illustrate 
quantities for jobbers and their salesmen or dealers and their and explain the different processes of manufacture. 


American Handles are sold through jobbers. Ask your jobber for American Han- 


dles, but if he can’t or won’t supply you, we'll furnish the name of one near you 
who can and will. 


AMERICAN HANDLE CO. 


JONESBORO, ARKANSAS 
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ILCO 


UNIVERSAL 
DOOR CLOSERS 

















The dealer who is stocking 
and selling Ilco Universal 
Door Closers knows that this 
product has built up good 
will and satisfied customers 
for him. He is aware that 
he is handling the most out- 
standing door closer on the 
market. 


These Ilco advantages appeal 
to him: 


1. Operates either right or 
left hand doors without re- 
versing parts. 


2. All parts are built with 
power, size and strength to 
spare. Non-breakable steel 
top cap—patented steel com- 
bination packing nut. 


3. Double adjustment of 


makes it simple to adjust t 
any draught condition. 


4. Stays adjusted and is 
built to give years of satis- 
factory service. 


closing and checking speeds . 


Take advantage of the oppor- 
tunity to secure extra sales 
this Fall with Ilco Universal 
Door Closers. You will find 
the prices right and the 
product good. 


INDEPENDENT 
LOCK COMPANY 


Fitchburg, Massachusetts, U. S. A. 
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when any question about the machine 
arose. 

It seemed that Mrs. Harmon had 
seen a new light. With this machine 
she would have the laundry out 
earlier and Mrs. Trudeau would not 
be worn out. She might even have 
time and energy left to help with the 
cleaning. At any rate she was just 
about to have Tom demonstrate the 
machine, as Doctor Harmon drove 
into the lane. When the Doctor 
heard the story it was buttressed by 
his wife’s support. He coupled his 
assent with the comment that he had 
often wondered why local stores did 
not make a try for this sort of busi- 
ness. “Often see these agents out 
on the country roads selling the 
farmers,” he said. 

The Harmon sale had been made 
several weeks when the Alberts store 
began mailing out some advertising 
literature. They never doubted the 
good work that advertising did, nor 
the sales promoted by their displays, 
but both Ed and Tom agreed that 
Mrs. Trudeau had spread their story 
further, faster and more convincingly 


than even the large two color broad- 
sides they sent out. 

Many calls were made that did not 
directly result in sales, but during 
the next two years sales were sufh- 
cient to provide plenty of incentive 
to go on. And all the time Ed was 
getting busier in the store. Women 
began to come in to look at the new 
refrigerators. A modern line of 
housewares were added to the staid 
old stock, and a new clerk was added. 

Jobbers’ salesmen now make the 
Alberts store more frequently. When 
a new item is brought out they see to 
it that Ed and Tom are advised of it. 
The store is again the busy place it 
used to be, and instead of pining for 
the “good old days” all hands are 
busy selling or promoting sales. 

“You know, Ed,” said Tom as they 
sat before Ed’s fireside one Sunday 
afternoon, “we had a valuable asset 
all the time and almost refused to 
recognize it—our long established 
business in Bergus.” 

“And I was too ‘stuck up’ to see 
the difference between outside selling 
and plain peddling!” returned Ed. 





The Homeworkshop Idea 


(Continued from page 22) 


sawed the leaves lengthwise in four 
pieces and doweled them back together 
and planed them off straight and 
polished them down. And I am not at 
all ashamed of the fact that I have 17 
coats of varnish on the top of that 
table—and it is a beauty. That is 
homecraft. We don’t give a whoop, we 
don’t have to have it done tomorrow. 
When you think of the homecraft work- 
man, think of something fine and think 
of somebody who is doing beautiful 
work—because they are. 

Now one of the primary things that 
we started out on, and we didn’t know 
just how it would be taken by the toy 
manufacturers, was the making of toys 
by the clubs as club projects at 
Christmas time, these to be given to 
orphans’ homes or children’s homes of 
some kind where they weren’t going to 
have any toys. That idea took very 
well, as exemplified by the fact that 
there are very few of the towns where 
the dealers aren’t tickled to death to 
donate materials toward the making 
of these toys. Some of the towns have 
taken up the repair of toys, too; that is 
another good item. 

One club organized two weeks before 
Christmas last year, completed in two 
weeks’ time over 200 toys that they 
gave away at Christmas time, and if 
the club doesn’t do anything the rest 
of the year, and they attend that 
Christmas party when those toys are 
given out, they are repaid for the whole 
year’s work. 


Meeting places for the clubs are 
really quite a problem. Several of the 
clubs already have started a project 
of building a club house for them- 
selves. Amarilla, Tex., has just com- 
pleted their club house. They have, 
showing how they are going into this 
thing, an office as you go in, with a full 
daytime secretary there all day. Then 
their meeting room and in back of that 
they are equipping a club shop. 

Now we do not recommend club 
shops. We would much rather have 
individual shops. There is a very good 
reason for that; in a great many states, 
Illinois is one of them, if any one of 
the members working in that shop is 
injured, the club is responsible. Not 
only that, but in some states, in fact 
quite a lot of them, if you are working 
in my shop without being paid for it 
and you get hurt, I am responsible. 
Another reason we do not recommend 
them is that we want you fellows to 
come in on more tools, because we 
realize that your support is absolutely 
essential if our clubs are going to suc- 
ceed. 

A thing that has worked out very 
successfully among the clubs is classes, 
classes not only for their own members 
but for junior members, the boys that 
are under age. Membership in the 
Guild, by the way, is limited to 16 and 
up. We do not accept memberships 
under 16 years of age. And when I 
say up, it is a lot up. We have one 
92 years old in our club and he has 

(Continued on page 66) 
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LePage’s Weg? “Grab-Bag” 





You'll want some of these “noiseless” sales suggesters in all the heavy traffic 
sections in your store. The “Grab-Bag” is a heavy board open display basket 
with six different ten cent items that challenge your customers to drop their dimes 
—or several of them. With a total of three dozen items or 36 ten cent sales, 
you'll have to refill every few days. The display is packed with the goods and 


comes to you in one unit. It consists of 


10 Le Page’s Gripspreader Mucilage 6 Signet Ink “Cubes” 
6 Le Page’s Tubes Big Boy Paste 6 Bottles Chase’s Glue 
6 Le Page’s Waterproof Cement 2 Le Page’s Waterproof Glue 


The idea is tested and “clicks” with all kinds of retail stores at $2.25 each. 


Ask your jobber for Le Page’s “Grab-Bag” 


RUSSIA CEMENT CO. “*reres GLOUCESTER, MASS. 


and Factory 














Biccer PROFITS 
FROM BETTER HOUSING 


The National Housing Act will 
stimulate home owners in your com- 
munity to repair and improve their 
property, but many will ask, “How 
do I go about getting a loan?” 


Tell them how, by featuring your 
store as “Better Housing Headquar- 
ters,” where they can come for both 
information and service. 


OUR SALESMAN CAN HELP 
YOU GET YOUR SHARE OF 
THIS VALUABLE BUSINESS. 
ASK HIM. 


The GEO. WORTHINGTON Co. 


1829 CLEVELAND, OHIO 1934 
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May Is Best Sales Month 
With Retailers 


(Continued from page 25) 


9.2; July 8.2; August 7.9; Sep- 
tember 8.6; October 8.4; No- 
vember 7.7, and December 8.2. 


CALIFORNIA: 

High: December, October, Novem- 
ber. 

Low: January, July, August. 

Sales percentages by months: Jan- 
uary 6.7; February 8.1; March 
8.0; April 8.0; May 8.0; June 
8.0; July 7.3; August 7.6; Sep- 
tember 8.4; October 8.9; No- 
vember 8.5, and December 12.0. 


COLORADO: 

High: June, July, May. 

Low: February, January, Novem- 
ber. 

Sales percentages by months: Jan- 
uary 4.7; February 4.5; March 
6.9; April 7.9; May 10.5; June 
11.6; July 10.7; August 10.2; 
September 9.7; October 8.8; No- 
ber 6.8, and December 7.2. 


CONNECTICUT: 

High: May, June, October. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 4.5; February 4.5; March 
6.0; April 9.5; May 11.0; June 
11.0; July 9.5; August 9.0; Sep- 
tember 9.0; October 10.5; No- 
vember 8.0, and December 7.5. 


DELAWARE; 
High: May, April, June. 
Low: January, February, March. 
Sales percentages by months: 
(None reported—reted on 1, 2, 
3 basis.) 


DISTRICT OF COLUMBIA: 
High: May, June, December. 
Low: January, February, March. 
Sales percentages by months: Jan- 

uary 5.1; February 5.2; March 
6.5; April 9.2; May 11.1; June 
10.2; July 8.3; August 7.8; Sep- 
tember 8.3; October 9.8; No- 
vember 8.4, and December 10.1. 


FLORIDA: 

High: December, February, No- 
vember. 

Low: July, August, June. 

Sales percentages by months: Jan- 
uary 9.7; February 10.8; March 
8.3; April 8.1; May 7.6; June 
6.4; July 5.6; August 5.9; Sep- 
tember 8.0; October 7.8; No- 
vember 9.8, and December 11.6. 


GEORGIA: 
High: December, October, March. 
Low: February, November, May. 
Sales percentages by months: 
(None reported—rated on 1, 2, 
3 basis.) 


IDAHO: 

High: July, June, May. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 3.7; February 3.8; March 
5.9; April 6.4; May 11.0; June 
12.3; July 12.8; August 10.6; 
September 10.9; October 9.6; 
November 6.8, and December 
6.6. 

IOWA: 

High: December, October, Septem- 
ber. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 6.0; February 4.2; March 
6.3; April 7.8; May 9.2; June 
8.8; July 6.7; August 5.0; Sep- 
tember 10.3; October 12.0; No- 
vember 9.5, and December 14.5. 


ILLINOIS: 
High: May, December, June. 
Low: February, January, March. 
Sales percentages by months: Jan- 
uary 5.7; February 5.4; March 
6.6; April 9.3; May 12.8; June 
10.4; July 7.0; August 7.2; Sep- 
tember 8.3; October 9.0; No- 
vember 7.5, and December 10.7. 
INDIANA: 
High: June, May, December. 
Low: February, January, March. 
Sales percentages by months: Jan- 
uary 6.9; February 5.5; March 
6.9; April 9.2; May 10.0; June 
10.7; July 8.3; August 8.2; Sep- 
tember 8.9; October 8.2; No- 
vember 7.6, and December 9.1. 
KANSAS: 
High: August, May, September. 
Low: January, February, March. 
Sales percentages by months: Jan- 
uary 4.4; February 4.8; March 
6.9; April 8.5; May 10.5; June 
9.7; July 8.4; August 11.2; Sep- 
tember 10.4; October 9.2; No- 
vember 7.1, and December 8.9. 
KENTUCKY: 
High: December, May, April. 
Low: February, January, March. 
Sales percentages by months: Jan- 
uary 4.21; February 3.86; 
March 5.44; April 11.06; May 


12.64; June 10.82; July 5.86; 
August 6.06; September 7.84; 
October 9.76; November 9.82, 
and December 12.65. 


LOUISIANA: 
High: November, December, May. 
Low: February, January, July. 
Sales percentages by months: 
(None reported—rated on 1, 2, 
3 basis.) 


MAINE: 

High: May, June, April. 

Low: February, January, Decem- 
ber. 

Sales percentages by months: Jan- 
uary 5.8; February 5.3; March 
9.2; April 10.1; May 12.2; June 
11.2; July 9.9; August 7.1; Sep- 
tember 8.0; October 7.7; No- 
vember 6.0, and December 7.5. 


MASSACHUSETTS: 

High: May, December, June. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 5.5; February 4.7; March 
6.3; April 9.9; May 12.4; June 
10.1; July 8.3; August 7.5; Sep- 
tember 8.4; October 8.4; No- 
vember 7.3, and December 10.8. 


MARYLAND: 

High: May, April, June. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 5.5; February 3.5; March 
6.5; April 10.7; May 14.2; June 
10.5; July 8.2; August 7.7; Sep- 
tember 7.7; October 7.2; No- 
vember 8.0, and December 10.0. 


MICHIGAN: 

High: December, May, June. 

Low: March, January, February. 

Sales percentages by months: Jan- 
uary 6.0; February 6.0; March 
5.0; April 7.5; May 14.0; June 
10.0; July 8.5; August 7.0; Sep- 
tember 7.0; October 7.0; No- 
vember 7.0, and December 15.0. 


MINNESOTA: 

High: May, June, October. 

Low: February, January, August. 

Sales percentages by months: Jan- 
uary 5.3; February 3.8; March 
7.0; April 8.7; May 12.7; June 
11.9; July 9.0; August 6.5; Sep- 
tember 9.3; October 9.4; No- 
vember 7.0, and December 9.1. 


MISSISSIPPI: 

High: October, March, April. 

Low: January, February, June. 

Sales percentages by months: Jan- 
uary 6.0; February 6.0; March 
11.0; April 10.0; May 8.0; June 
7.0; July 7.5; August 7.0; Sep- 

(Continued on page 66) 
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THEY’LL WANT SEVERAL 
D. & S. COCOA MATS 


You know how it is — 
Darragh Smail Cocoamats 
are styled right—you can 
sell several to a customer 
where an ordinary mat can’t 
even get by the door. Try it 
—+sell one for the front door, 
another for the back door, 
French window, cellar door, 


etc. 


DARRAGH SMAIL & CO., LTD. 


BALFOUR, GUTHRIE & CO., LTD. 
Sole Selling Agents 
295 Fifth Ave. New York City 














Popular For 75 Years 


HE dealer who sells Union Hardware Ice Skates 

can arrange a display that will pull business right 
from the start. There are many attractive models in 
the new line, including the New Tubular Clamp Skate, 
No. 1560. It combines the lightness of the tubular 
skate with the familiar clamp feature. Satin or Bright 
Nickel Finish. Sizes: 844 to 12. Skaters are sure to find 
just the skates they require at the price they want to 


pay. 


UNION HARDWARE 
ICE SKATES 


require little or no sales talk to sell—they have been 
universally popular with skaters for 75 years. And, 
like all products in the Union line, their construction 
and quality are carefully guarded for your protection. 
Display them now. 


Sold by 
Leading Jobbers 


Reg. U. 8. Pat. Off. 
TORRINGTON, CONN. 
Established 1854 
New York Office: 151 Chambers St. 











” Model I off Nos. 1624, 1624%, 1724%4 


Screw Clamp Patterns 








No. 5924/2 
Model of Nos. 5624, 562412, 57242 
Russet Leather Back and Strap 






Pathfinder 
No. A2. Hockey 
For Men and Boys 
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Now—you can obtain perfect hex- 
agon-mesh and perfect straight-line 
netting from the same dependable 
source, U. S. HEXLOK and WU. S. 
STRAITLOK are more uniform, 
more rigid, easier to handle and cut, 
more durable in service. Made with 
the famous Lock-Twist Weave, both 
come from the loom under smooth, 
even tension, lie flat when unrolled, 
stretch perfectly. 


U.S. HEXLOK and STRAITLOK. 
Poultry Nettingscomeinall standard 
widths; one and two inch mesh; gal- 
vanized before or after weaving. B 
concentrating on this great line, deal 
ers can fill every trade demand and 
meet every phase of competition. 

Ask your Jobber or write direct to 


INDIANA STEEL & WIRE CO. 
Mancie, Indiana 


GENUINE 


PERFECT HEXAGON NETTING» 











POULTRY U J NETTING 


U.S.A 
SRR 


INDIANA STEEL &~ WIRE CO. 


MUNCIE. INDIANA. 
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The Homeworkshop Idea 


(Continued from page 62) 


more fun out of that club than any- 
body else. 

Classes work out very nicely. We 
have gone to several of the manufac- 
turers, gone to the hardware stores and 
all, for instructors in these classes, and 
I do want to impress upon you folks, 
all of you, if any inquiry comes from 
the clubs around you that are near you, 
through your dealers or anything like 
that, do all you possibly can because 
it certainly is bread thrown on the 
waters. 

We strongly recommend that each 
club should hold an exhibition some 
time during the winter, an exhibition 
free to the people in the town to come 
and see. We don’t want them to charge 
admission. 

Now we have in mind a large con- 
test that has started now, a real honest- 
to-goodness contest. It will be held in 
Chicago, divided into ten groupings of 
workmanship—three club projects and 
7 individual projects. Each one of 
those groups carries prizes of $100, $65 
and $35, besides a cup. In addition to 
that, Popular Science has donated 
silver medals that can be given by the 
clubs themselves in any way they see 
fit as a club contest medal. Immedi- 
ately these contests were announced, 
the membership of the clubs themselves 
and also the number of club applica- 
tions coming in, took a jump. 

Now I came down here and had a 
tip-off that there was another prize 
contest on, that you and your dealers 
will certainly be interested in, and I 
think that this is the first public an- 
nouncement that has been made of the 
window display contest being put on 


by the Harpware AGE, and I am sure 
that all of you will be interested. 
through your dealers, a chance for 
some dealer cooperation there to put 
on displays, and I understand that that 
is in no way tied down except in co- 
operating with the Homeworkshop 
Club idea. 

The first day of November the an- 
nouncement came out and at the end 
of November we had 5 clubs organized ; 
in December it jumped to 20; January 
to 49; February to 65; March to 82; 
April to 91; May to 97; June to 99; 
July to 101; August to 107 and Septem- 
ber stiil 107. We had no clubs come 
in in September at all. In October we 
have already had 7 clubs come in, so 
we had 114 last Saturday. 

As to the location of inquiries and 
clubs, Eastern part of the United States 
is where the most inquiries came from 
in the first three or four weeks. The 
Western part of the United States 
didn’t come in so heavy. We have the 
major portion of them from the United 
States. We have Mexico, Canada, 
Philippines, India, China, Japan, 
Africa; we have none from any of the 
European countries. You know why 
that is I think. The guild idea is very 
firmly settled there; it is being done 
there for many years very successfully. 
We have gone outside the United States 
three times with clubs now. We have 
five different clubs being formed in the 
Philippine Islands whose _ charters 
haven’t come back as yet, and we even 
have one inIndia. We had an inquiry 
this last week from Johannesburg, 
South Africa, wanting ten applications 
for charters. 





May Is Best Retail Sales Month 


(Continued from page 64) 


tember 8.0; October 12.5; No- 
vember 9.0, and December 8.0. 


MISSOURI: 

High: June, May, April. 

Low: February, January, Septem- 
ber. 

Sales percentages by months: Jan- 
uary 5.0; February 3.3; March 
10.1; April 12.9; May 13.1; 
June 14.9; July 84; August 
8.9; September 6.2; October 
9.2; November 4.4, and Decem- 
ber 3.7. 


MONTANA: 
High: October, June, September. 
Low: February, January, March. 
Sales percentages by months: 
(None reported—rated on 1, 2, 

3 basis.) 


NEBRASKA: 
High: April, May, October. 


Low: January, February, Decem- 
ber. 

Sales percentages by months: Jan- 
uary 5.0; February 5.0; March 
7.0; April 12.0; May 11.0; June 
9.0; July 7.0; August 9.0; Sep- 
tember 10.0; October 11.0; No- 
vember 8.0, and December 6.0. 

NEVADA: 

High: August, June, February. 

Low: November, October, Septem- 
ber. 

Sales percentages by months: Jan- 
uary 7.5; February 9.3; March 
7.5; April 9.0; May 7.5; June 
11.0; July 8.3; August 11.3; 
September 7.3; October 7.0; No- 
vember 6.8, and December 7.8. 


NEW HAMPSHIRE: 
High: May, June, December. 
Low: January, February, March. 
Sales percentages by months: Jan- 
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Colonial Mail Box 
in Dead Blaek Finish 


In the year for Utility Gifts, aggressive Deal- 
ers are stocking up on McKinney’s Colonial 
Mail Box made to retail for $1.00. 


This unit, made of Heavy Gauge Steel Fin- 
ished in Dull Black Lacquer over Baked 
Japan — with the appearance of authentic 
forged iron—will appeal to your Christmas 


Trade—and the retail price IS IN LINE 


with ALL pocketbooks. 


POPULAR — SALEABLE UTILITY 
CHRISTMAS GIFTS BY McKINNEY in 
the field of Forged Iron include Door 


Knockers — Letter Box Plates 


and Foot 


Scrapers in a wide variety of attractive 


patterns. 


If your jobber can’t supply you immedi- 


ately, write us. 





McKINNEY MFG. CO. 


Main Offices and Factory 


PITTSBURGH 


PENNSYLVANIA 








Sensational Hit at 
New York House 
Furnishing Show 
Health Guard was the 
smashing specialty hit of 
New York's 1934 House 
Furnishing Show . . . re- 
garded by buyers as one 
of the outstanding new 
items on display. 


80% of Buyers 
eorder 

Starting with orders for a 
dozen or less, retailers 
are now buying in half- 
gross and gross lots. 
More than 8 out of 10 
buyers have reordered 
from one to ten times. 


A Great 


Christmas Item 


Add Health Guard to 
our Christmas Display. 
heir small cost and ex- 
ceptional utility make 
them a real gift item. 











SEND FOR THIS SPECIAL 
PROFIT-PROVING ASSORTMENT, 


LX 
at ourRisk 


HEALTH GUARD, INC.,886 Main Street, Buffalo, N. Y. 









The First and Only Completely 
Safe Substitute for Stove Pipes 


Every home using a gas range or radiant heater is 
4 prospect for Health Guard, the only stove pipe 
substitute that changes Carbon Monoxide to 
harmless Carbon Dioxide. Patented principle, 
tested and approved by prominent chemists and 
recognized. testing laboratories. 

Thousands sold by dealers at $1.95 ... one Buffalo 
store sold 968 in one day. Newly establish- 
ed price of $1.45 (kitchen range model) 
doubles their sales possibilities. 





Big Appeal to Housewives. At small cost, 
Health Guard enables housewives to air con- 
dition and modernize their kitchens by safely 
abolishing the ugly, grease-collecting stove 
pipe. Traps grease and soot. Keeps walls clean. 
Pays for itself in lower gas bills. 


Big Field For Radiant Heater Models. Every 
home now using radiant heaters without flues 
or with unsightly stove pipes, is an immediate 
prospect for Health Guard Radiant Heater 
Model with real profits for you on every sale. 


An Asset to Stove Department. Stove buyers 
prefer a Health Guard to a stove pipe. Costs 
less. Eliminates measuring, cutting and installing 
stove pipe. Makes new ranges fully modern. 


3 Kitchen Range Models 
{Retail $1.45 each} 
1 Radiant Heater Model 
{Retail $1.95 each} 
3 Air-Conditioners 
{Retail 45c each} 


Special Dealer 
Discount 40% 








YES you may send me your “PROFIT-Proving” assortment, to be paid 

4 for at special dealer's prices whenwe sell them. Or in the event 

we fail to sell them, to be returned to you, Parcel Post Charges 
collect—not one cent expense to me. 








COMPANY. = Me 
District Offices B - ee. ee 
NEW YORK CHICAGO SAN FRANCISCO ADDRESS CITY 
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BIG PROFITS 


AHEAD FOR 
YOU 
193 
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WITH LOMA BACK 


ON THE AIR 


Early in the year, Loma goes back on 
the air with “The Garden of Tomor- 
row,” the radio feature which was such 
a success last season—and you can be 
sure that this program, plus our timely 
magazine and newspaper advertising, 
will prove a powerful sales stimulant 
for stores handling Loma. 


The large and growing demand for 
Léma is due to the fact that it is a 
balanced ration of the food elements 
plants need—just the right combination 
of nitrates, phosphates and potash to 
promote maximum strength and health. 
That’s why anyone who gives Lima a 
trial will come back for more. 


Order now to make sure that your stock 
contains a good assortment of the dif- 
ferent “sizes” which your customers 
will be asking for when the planting 
and gardening season begins early next 
Spring. (Léma comes in 1-lb. and 5-lb. 
cans and in 10-lb., 25-lb., 50-lb. and 
100-Ib. cotton, paper-lined bags.) 


Also let folks know that your store is 
headquarters for Léma—the perfect 
plant food—by putting displays in your 
window—ads in your paper and cir- 
culars in the mail you send out. We 
supply FREE mats and electros for 
newspaper ads and circulars; streamers 
for window display; and booklets ready 
for mailing, on request. 


Address 
ea 





REG. U.S. PAT. OFF. 


61 Broadway, New York City 








uary 4.7; February 4.8; March 
6.4; April 9.4; May 11.1; June 
10.4; July 8.8; August 8.4; Sep- 
tember 8.7; October 9.0; No- 
vember 8.4, and December 9.7. 


NEW JERSEY: 

High: May, April, June. 

Low: February, January, Novem- 
ber. 

Sales percentages by months: Jan- 
uary 5.6; February 4.7; March 
7.4; April 11.5; May 13.6; June 
10.1; July 8.1; August 7.1; Sep- 
tember 7.8; October 8.2; No- 
vember 7.3, and December 8.2. 


NEW MEXICO: 

High: December, June, May. 

Low: January, February, Septem- 
ber. 

Sales percentages by months: Jan- 
uary 4.5; February 5.2; March 
8.4; April 8.5; May 9.9; June 
10.4; July 9.6; August 7.7; Sep- 
tember 7.4; October 8.2; No- 
vember 9.1, and December 10.6. 


NEW YORK: 

High: May, June, December. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 5.3; February 5.3; March 
6.2; April 9.1; May 11.5; June 
10.7; July 8.4; August 7.6; Sep- 
tember 9.0; October 9.7; No- 
vember 7.0, and December 10.0. 


NORTH CAROLINA: 

High: December, November, Octo- 
ber. 

Low: February, July, March. 

Sales percentages by months: Jan- 
uary 8.0; February 5.0; March 
6.5; April 8.6; May 8.4; June 
8.8; July 6.4; August 8.1; Sep- 
tember 7.6; October 10.4; No- 
vember 10.7, and December 11.1 


NORTH DAKOTA: 

High: August, July, September. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 4.4; February 4.0; March 
5.4; April 7.5; May 8.9; June 
9.9; July 10.1; August 11.4; 
September 10.9; October 9.9; 
November 9.3, and December 
8.3. 


OHIO: 

High: May, June, December. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 5.2; February 4.8; March 
6.3; April 9.0; May 12.2; June 
11.3; July 8.7; August 8.1; Sep- 
tember 8.1; October 7.7; No- 
vember 8.0, and December 10.3. 


OKLAHOMA: 

High: December, October, Novem- 
ber. 

Low: February, March, August. 

Sales percentages by months: Jan- 
uary 7.0; February 6.0; March 
6.0; April 7.0; May 9.0; June 
9.0; July 7.0; August 6.0; Sep- 
tember 8.0; October 12.0; No- 
vember 9.0, and December 14.0. 


OREGON: 

High: December, August, June. 

Low: January, February, March. 

Sales percentages by months: Jan- 
uary 4.8; February 5.3; March 
6.2; April 9.1; May 9.0; June 
10.1; July 9.4; August 10.3; 
September 8.4; October 7.1; No- 
vember 7.1, and December 12.2 


PENNSYLVANIA: 

High: May, June, December. 

Low: February, January, July. 

Sales percentages by months: Jan- 
uary 5.1; February 5.0; March 
6.3; April 8.8; May 11.7; June 
10.1; July 7.8; August 8.1; Sep- 
tember 9.2; October 9.3; No- 
vember 8.2, and December 10.1. 


RHODE ISLAND: 

High: May, April, June. 

Low: January, February, Novem- 
ber. 

Sales percentages by months: Jan- 
uary 5.02; February 5.47; 
March 7.44; April 11.60; May 
13.11; June 10.72; July 7.76; 
August 7.25; September 7.85; 
October 7.90; November 7.29, 
and December 8.59. 


SOUTH CAROLINA: 

High: November, May, December. 

Low: July, August, September. 

Sales percentages by months: Jan- 
uary 8.5; February 6.5; March 
8.3; April 9.0; May 11.3; June 
9.8; July 3.7; August 6.1; Sep- 
tember 6.3; October 8.2; No- 
vember 12.3, and December 10.0. 


SOUTH DAKOTA: 
High: October, December, April. 
Low: February, January, March. 


Sales percentages by months: 
(None reported—rated on 1, 2, 
3 basis.) 
TENNESSEE: 


High: May, April, June. 

Low: January, February, July. 

Sales percentages by months: Jan- 
uary 6.1; February 6.4; March 
7.8; April 11.9; May 12.1; June 
9.7; July 7.0; August 7.5; Sep- 
tember 8.1; October 7.0; No- 
vember 7.3, and December 8.6. 
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<n EMPIRE BOLTS & NUTS 
— a) oo oe 
at 2 Floors, Rugs an . 
March = C we 
“Tune arpets 
; Sep- 
fan The Ball Bearing Ball Caster 
e Armes, with the ball bearing feature, 
me save floors, rugs, carpets. They roll 
rch. easily, smoothly, quietly, in any direc- 
- Jan- tion without effort. Real protection 
all for all floors and floor coverings. 
ne Roll an Arme on the Counter 
: No. A demonstration makes a sale and 
12.2 sales build profits. Hardware mer- 
chants everywhere stock and sell this sae 
| very profitable item. 
Y: Tue Scuatz MANUFACTURING Co. 
© estes" BS) |) YOUR EVERY 
June 
Sep- 
No- 
16:1. 
Jan 
47; 
May e Your bolt and nut stock requirements, what- 
oo ever they may be, can always be filled promptly 
29, from the huge warerooms of the nearest Empire 
plant. Here are kept always on hand vast stocks 
her. of Empire bolts and nuts in all the usual types 
and sizes, and many of the unusual. All are 
an- . 
rch featured, of course, by the strength, finish and 
a thread fit for which Empire bolts and nuts are 
No- noted the world over. 
0.0. . 
Wire or phone your urgent needs. They will 
l. A have immediate attention. 
h. Z 
hs: : IR 
;Z = 
RUSSELL, BURDSALL & WARD 
a BOLT & NUT CO. 
- PORT CHESTER, N. Y. 
:p- ROCK FALLS, ILL. CORAOPOLIS, PA. 
lo- Sales Offices at Philadelphia, Detroit, San Francisco, 
). Los Angeles, Seattle, Portland, Ore. 
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TEXAS: 
High: December, October, Novem- 
ber. 
Low: January, February, March. 
Sales percentages by months: Jan- 
uary 6.2; February 6.4; March 
7.1; April 6.6; May 8.6; June 
9.2; July 7.2; August 8.2; Sep- 
tember 7.4; October 10.6; No- 
vember 10.3, and December 11.9. 
UTAH: 
High: December, April, June. 
Low: February, January, March. 


Sales percentages by months: 
(None reported—rated on 1, 2, 
3 basis. ) 
VERMONT: 


High: May, June, April. 

Low: February, January, Septem- 
ber. 

Sales percentages by months: Jan- 
uary 4.6; February 4.2; March 
5.1; April 9.6; May 19.2; June 
12.8; July 9.6; August 7.9; Sep- 
tember 6.2; October 6.9; No- 
vember 6.4, and December 7.5. 


VIRGINIA: 

High: May, April, October. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 4.7; February 4.1; March 
6.0; April 10.6; May 11.7; June 
8.5; July 8.5; August 8.8; Sep- 
tember 8.6; October 10.2; No- 
vember 9.4, and December 8.5. 


WASHINGTON: 

High: July, June, May. 

Low: January, February, Decem- 
ber. 

Sales percentages by months: Jan- 
uary 2.4; February 3.2; March 
6.5; April 7.9; May 9.5; June 
13.4; July 22.8; August 8.5; 
September 7.8; October 7.8; No- 
vember 5.4, and December 5.0. 


WEST VIRGINIA: 

High: May, June, April. 

Low: January, February, October. 

Sales percentages by months: Jan- 
uary 3.5; February 4.7; March 
6.7; April 12.4; May 22.8; June 
15.4; July 5.4; August 5.5; Sep- 
tember 5.0; October 4.7; No- 
vember 5.4, and December 8.5. 


WISCONSIN: 

High: October, December, June. 

Low: February, January, March. 

Sales percentages by months: Jan- 
uary 4.5; February 4.2; March 
5.7; April 7.3; May 10.1; June 
10.1; July 9.0; August 9.4; Sep- 
tember 9.9; October 10.8; No- 
vember 8.0, and December 10.6. 


WYOMING: 
High: May, June, December. 
Low: July, January, February. 
Sales percentages by months: 
(None reported—rated on 1, 2, 
3 basis.) 





How’s the Hardware Business ? 


(Continued from page 48) 


last year. Sales billed totaled $69,- 
245,486 compared with $46,562,269 in 
the first nine months of 3933. Opera- 
tions during the same period resulted 
in a loss of $363,787, as compared with 
a net loss of $7,083,641 in 1933. In 
connection with the report the company 
states that it is encouraged by the im- 
provement shown in its operations since 
1932. 


* * * 


The most favorable balance of 
trade experienced by the United States 
in several years is announced by the 
Department of Commerce, in its first 
semi-annual survey on the international 
balance of payments. For the first six 
months of 1934, there was an inflow of 
920 million dollars in gold and 30 mil- 
lion dollars in paper currency, while 
our exports exceeded our imports by 
173 million dollars. 


+ << @ 


Mayhew Steel Products, Inc., Shel- 
burne Falls, Mass., recently passed the 


sales total of 1933. The company is 
very much pleased with its progress this 
year, according to H. P. Samman, sales 
manager, as its 1933 sales were 55 per 
cent ahead of 1932. 


* * * 


Home modernizing loans under 
the Federal Housing Act totaled more 
than a million dollars in New York 
State in the week ended Oct. 26, accord- 
ing to Julian Gerard, New York State 
Director of the Federal Housing Ad- 
ministration. The exact total was $1,- 
004,160.40. Twenty-eight banks made 
their first loans during the week and 
the total number of loans granted re- 
flected an increase of 40 per cent over 
the preceding week. 

During the week ended Nov. 2, the 
number of loans made under FHA in- 
surance in the New England region 
represented a 37 per cent increase over 
the number made the preceding week. 
In Maine the number increased 26.4 
per cent; Massachusetts, 48.2 per cent; 
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Kitchen Jewe 


Both the utility and the appearance of 


this item have been greatly improved. 
It is preferred by many housewives to 


all other scouring devices. 


The advertising campaign which is 
now appearing in the leading women’s 
publications of the country, is reach- 
ing over seven million homes regularly. 
Wide-awake dealers everywhere are 
featuring Gottschalk’s Kitchen Jewel. 
Take advantage of this opportunity to 
increase your profits. 
@ Order today from your jobber or write 
direct on your firm’s stationery for sample 
and price list. Metal Sponge Sales Cor- 


poration, Lehigh Avenue and Mascher 
Street, Philadelphia. 


“There is no substitute for Gottschalk Quality” 


Gottschalk’s 


METAL SPONGE 


NOVEMBER 22, 1934 


“LEGITIMUS" — in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 








LEGITIMUS 


SURER, EASIER Profits 
AXES 


with 
COLLINS 


URER — because 

Collins’ unvarying 
high quality, and world- 
wide, century-old fame 
clinch sales that an un- 
known or inferior brand 
would lose. EASIER— 
because the Collins name, 
and the wonderful bal- 
ance, finish and temper 
of these axes do the work 
of selling for you. You 
don’t have to talk up a 
Collins tool. It talks for 
itself. 
All standard patterns, 
finishes, weights of axes, 
hatchets, bush hooks, 
hoes, at a number of dif- 
ferent price levels. 


PRIZE WINNERS 


Collins axes were used by 
the winners of both the 
New England States 
Woodchopping Con- 
test and the Champion- 
ship of the New Eng- 
land States Division, 
recently held at the 
Eastern States Exposi- - 
tion in Springfield, 
Mass. 






Dayton 
Pattern 


Michigan 
Pattern 





Collins Scovil Pattern Hoe 





_ zo 


Collins Official Boy Scout Axe 


If your jobber cannot supply you, write to us. 


THE COLLINS co. 


COLLINSVILLE, CONN. 
Axes and Hatchets 
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Caesied Vota 
\ YF CORPORATION 


D EALERS say: 


“These litile 


Displays 
Have 
Doubled 
Our f.» 
Businesse 
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“Little Giant” Screw Extractors 
No. 8 Assortment 





“Little Giant” Screw Extractors 
No. 9 Assortment 


Let your customers know 
you sell Screw Extractors 
by running one of those 
“Greenfield” displays. We 
know you will find your 
extractor business jumping 
sharply upward, because that 
is the experience of hundreds 
of dealers in all parts of the 
country. 


Each size is free. Both are 
planned to hold just the best 
selling sizes in the quantities 
our experience has shown to 
be correctly balanced. 


The displays occupy only a 
few square inches of counter 
space, but they pay big divi- 
dends in increased business. 
Ask your jobber or the 
Greenfield representative for 
complete information. 

t. 

Chicago: 611 W. Washington Blvd. 
Detroit: 228 Congress St., W. 
Canadian Plant: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ontario 





GAREENFIELO, MASSACHUSETTS 


Branches: 
New York: 15 Warren S 
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Connecticut, 27.3 per cent, and Rhode 
Island, 38.8 per cent. Ten thousand, 
two hundred and four lending institu- 
tions are now making loans under the 
National Housing Act, and there are 
3707 affiliated Better Housing Cam- 
paigns now organized or in the process 
of organization. 


* * * 


The success of the Modernization 
Program, sponsored by the Government, 
appears to be assured by the activities 
of the past few weeks. With the excep- 
tion of very few localities, reports show 
real progress in every section of the 
country, and glowing testimonials are 
pouring into the Federal Housing Ad- 
ministration from all directions. Men 
are returning to work and most bank- 
ers are enthusiastically cooperating. 
Reports being received reflect a total 
absence of unemployment of all build- 
ing mechanics in several cities, and the 
wholehearted acceptance of the plan 
by the public. 


* * 


F, W. Woolworth Company re- 
ported sales for October as the heaviest 
since March of this year and the larg- 
est for October since 1931. The actual 
total was $23,303,619, an increase of 
5.7 per cent over October, 1933. Sales 
for the first 10 months were 8.4 per 
cent above the same months of last 
year. J. C. Penny Co.’s sales in Oc- 
tober amounted to $21,241,775, about 
14 per cent better than the same month 
last year. Sales of the S. S. Kresge 
Company for October reached $11,498,- 
690, an increase of 5.9 per cent over 
October, 1933. W. T. Grant Company 
reported October sales of $7,822,175, a 
gain of 9.8 per cent over the like 1933 


month. 
— a 


A 13 per cent increase in the 
value of department store sales during 
the period Jan. 1 to Oct. 31 as com- 
pared with the same 10 months of 1933 
was reported by the Federal Reserve 
Board as an encouraging sign. For 
October an increase of 11 per cent was 
shown as compared with last October. 
There was about a seasonal increase 
from September to October. The larg- 
est increase for the 10 months was 28 
per cent in the Atlanta district. For 
October, as compared with October of 
1933, the largest was 20 per cent in the 
Richmond and San Francisco areas. 
There were gains, however, in all of the 


districts. 
* * * 


Residential building contracts in 
37 states in October totaled $26,300,000, 
showing a sharp gain over both the pre- 
ceding month and October of last year, 
according to F. W. Dodge Corporation. 
The month marked the first time since 


April that contracts in this classifica- 
tion exceeded the corresponding month 
of 1933. “The October figures consti- 
tute one of the most encouraging de- 
velopments in the construction indus- 
try in recent months,” the Dodge re- 
port states. “If they indicate a reversal 
of the downward trend in residential 
building there is a good chance that 
the aggregate residential contracts for 
the entire year 1934 will be slightly 
above those for last year. 


2 = 


The National Lumber Manufac- 
turers’ Association reports that orders 
received by 1270 mills during the week 
ended Nov. 3 were 9 per cent below 
the corresponding week a year ago. 
Production and orders for the week 
were 13 and 6 per cent respectively 
below the average for the four previous 
weeks, while shipments nearly equaled 


that average. 
* * * 


Freight car loadings for the Nov. 
3 week showed a less than seasonal de- 
cline of 11,795 cars below the preced- 
ing week, with a total of 612,457 cars. 
The total for the week fell 1679 cars 
below the corresponding week of last 
year, but was 25,155 cars above the 
similar record of 1932. Most of the 
week’s improvement was in coal, al- 
though mild betterment also was shown 
in less-than-carload merchandise, live 
stock, forest products, ore and coke. 
Total loadings for the year to date 
amounted to 26,452,745 cars, against 
24,861,297 in the corresponding period 
of 1933 and 24,094,042 in 1932. 


* + 


Electricity production in the 
United States for the week ended Nov. 
3 totaled 1,669,217,000 kilowatt hours, 
a gain of 5.4 per cent over the -corre- 
sponding 1933 period. The gain was 
the best recorded since the week ended 
June 15. All sections of the country 
showed betterment over a year ago. 


* + 


Business failures have been 
slightly more numerous, although the 
increase is small. Furthermore, a con- 
siderable improvement is found in the 
comparison with a year ago. Records 
of Dun & Bradstreet, Inc., show 233 
defaults in the United States for the 
week ended Thursday, Nov. 1. Failures 
in October, 1091, were above any month 
this year since March. The number 
compared with 790 in September, and 
with 1206 in October, 1933. The dollar 
losses in October insolvencies were also 
a little higher than those reported for 
the preceding month. 


ss 2 © 


Composite earnings reports of 
166 leading corporations which have 
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SCYTHE 
for 1935 


STONES 














BE SURE TO SEE THIS 
OUTSTANDING LINE OF 


Side: 


NORTON PIKE has prepared for 1935 
a line of scythestones thatis the most com- 
plete on the market. All the stones that 
proved so popular last season are here, 
and you should certainly inspect them be- 
fore placing any orders. 
19 ITEMS 
ELECTRIC FURNACE ABRASIVES 
VITRIFIED BOND 
NATURAL GRIT STONES 
COUNTER DISPLAYS 
PRICE RANGE FROM 10¢ TO 35¢ 


A Shape. Size and Price for 
EVERY CUSTOMER 
v 


Ask your Jobber to show you 
these scythestones or write for 
full information and details. 


qdqddd< 








‘oo  BEHR-MANNING Ww 


ray. B. Cope 


Vanufacturers af Quality Abrasives 
Since 1872 


s REPRESENTATIVES iN U.S.A FOR NORTON PIKE 
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Your kine of Good 
Pin Tumbler Padlocks 
Should Include This One 


Made In 3 Sizes 
No. 04821, I!/2”; No. 04822, 134”; No. 04823, 2” 








JS, ECURITY, good looks and moderate 
price give big value to this Eagle Pin 
Tumbler Padlock and make it sell. 


The bronze case is fitted with a hardened 
steel shackle that locks at both sides. In- 
side security is guaranteed by dependable 
Eagle Pin Tumbler lock work. Made in 3 
sizes: I!/,”, 134” and 2”. 


eee 
The Eagle Quality Line 


Night Latches | ea Door Sets | Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door at Cabinet Locks Machine Screws 





—EAGLE LOCK CO.— 


26 OVE Lata w York 


Branch Offices: 
521 Commerce St. 179 N. Franklin St. 
Philadelphia, Pa. Chieago, til. Beston, Mass. 


Works at Terryville, Conn. 
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always dependable 


SLIPKNOT 


FRICTION 








Extra Adhesive ---Can’t Dry Out 
Greater Tensile Strength 
Edges Can’t Ravel 


Watch the fresh packages 
slide into place as customers 
serve themselves 


| Ask your Jobber about this handsome 
all-metal, Slipknot AUTOMATIC Salesman 


PLYMOUTH RUBBER CO., INC. 


100-200 REVERE ST. “argest Rubberizers of Cloth in the World CANTON, MASS. 








ON THE OUTSIDE 
LOOKING IN... 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 


The commuter, the farmer, the house- 
wife, all who pass your windows judge 


eae you and your merchandise by your 
window displays. 


“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 














thus far been heard from, for the third 
quarter show operating results 26 per 
cent below those of the same period 
last year, and 33.4 per cent under the 
second quarter of this year, according 
to the Standard Statistics Company. 
There is every reason, in current ac- 
tivity, to expect a better relative show- 
ing for the current quarter. 


* &® @ 


Business of Butler Brothers in 
October has shown a gain of some 10 
per cent over a year ago, while gains 
for the third quarter totaled 6 per cent 
and for the first nine months 2114 
per cent, Frank S. Cunningham, presi- 
dent, announced recently. The net 
profit for the quarter was substantially 
below a year ago. The last quarter 
usually contributes the largest share 
of the company’s net profit for the year. 
Best gains in sales volume are coming 
to those branches serving agricultural 
communities which have received gen- 
erous amounts of Federal funds. 


* * * 


American exports during Sep- 
tember reached a value of $191,690,000, 
the highest figure for that month since 
1930. They were nearly 20 per cent 
greater than for the corresponding 
month of 1933, and over 11 per cent 
higher than for August, 1934, the de- 
partment of commerce announced last 
week. Imports also increased in 
quantity and value, contrary to the 
usual trend, and totaled $131,659,000, 
a rise of more than 10 per cent above 
the August total. Thus, the favorable 
export balance totaled $60,031,000, 
which is considered high, taking into 
account the total value of foreign trade. 
Exports exceeded imports by 46 per 
cent, the largest percentage difference 
since November, 1928. During the 
first nine month of 1934 exports were 
$1,561,366,000 compared with $1,104,- 
030,000 in 1933 and imports were $1,- 
241,732,000 as compared with $1,036,- 
633,000 in 1933. The value of exports 
exceeded that of imports by $319,634,- 
000, or 26 per cent. 


* %* * 


Statistics on sales of paint, 
varnish and lacquer products, based on 
data reported to the Bureau of the Cen- 
sus by 586 identical establishments, 
show a September total of $22,234,400 
compared to $19,097,803 for Septem- 
ber, 1933. For the first nine months 
of this year, sales reached $221,863,869, 
as against $171,426,563 for the cor- 
responding period of last year. Lin- 
seed oil prices declined 1144 cents on 
Nov. 2, and are considered very low. 
Shellac prices declined five cents per 
gallon on Nov. 7, the second decline of 
five cents within 30 days. 


HARDWARE AGE 





N 








- third 
6 per 
period 
er the 
ording 


pany. 
nt ac- 
show- 


ors in 
ne 10 
gains 
r cent 
2114 
presi- 
> net 
tially 
larter 
share 
year. 
ming 
ltural 
gen- 


Sep- 
),000, 
since 
cent 
nding 
cent 
e de- 
1 last 


. the 
9,000, 
above 
rable 
| 000, 
into 
rade. 
) per 
rence 
- the 
were 
,104,- 
> $1,- 
,036,- 
ports 
634,- 


paint, 
‘d on 
Cen- 
ents, 
4,400 
ytem- 
ynths 
869, 

cor- 


Lin- 
low. 


| per 
ne of 


AGE 





_ The Best 


TUBULAR RIVETS 
coil so lille... 


—that it ceases to be a worth while 
economy to gambie with their quality, to 
effect so small a saving. 

Rivets made by TUBULAR RIVET & STUD 
COMPANY are true to gauge, thoroughly 
dependable, and 100% usable. | 


They possess the three factors so necessary 
to a perfect rivet—they drive easily, 
| clinch smoothly and are not brittle. 


It is these features that make OUR Rivets 
safe and satisfactory in every respect. 


TUBULAR RIVET & STUD CO. 
BOSTON MASS. . 








| The largest factory in the world devoted to the manu- 
facture of Tubular and Clinch Rivets 


a 
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GRIFFIN 


AND WROUGHT STEEL 


HARDWARE 








| DYere) ae sienacs 


Strap and 

lee Hinges 
Pressed Steel 
Shelf Brackets 


‘Ola nlanel 
Hinges 


Safety Hasps 


Hinge Hasps 


Dyerel am etatelras 


Garage 


lertaehielas 


Corner Irons 


Corner Braces 


Barrel Bolts 
Grolnte 
Window Sets 


Back Flaps 


Chest Hinges 


Screen Door 
Jentachvntae 


anujfacturing Cbmpany 


ERIE, PENNSYLVANIA 








Branch Offices and Warehouses:- 
NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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Juneau, ALASKA: Provide names 
and addresses of two or three manu- 
facturers of can sealers for tin cans, 
suitable for home use.—Harris Hard- 
ware Co. 

ANSWER: Automatic Canning De- 
vices, Inc., 549 W. Randolph St., Chi- 
cago, Ill.; Burpee Can Sealer Co., 2635 
N. Kildare Ave., Chicago, Ill., and Na- 
tional Pressure Cooker Co., Eau Claire, 


Wis. 


* + 


Punta Gorpa, Fxia.: Who makes the 
Acme Special, ball-bearing, lawn 
mower ?—Cooper Hardware Co. 

ANSWER: American Die & Tool 
Co., Reading, Pa. 


* + 


Benp, Ore.: Where can we obtain 
Acme wood faucets?—Bend Hardware 
Co. 

ANSWER: Acme Cork Co., 899 
Third Ave., New York City. 


+ *& 


Martinssurc, W. Va.: Where can 
we procure repairs for a heating stove 
made by Rathbone Sard & Co.?—Tay- 
lor’s Cash Hardware, Inc. 

ANSWER: Standard Gas Equip- 
ment Corp., 18 E. 41st St., New York 
City. 

* * * 

New York City: Who makes the 
Seal Again bottle stopper?—Smith, 
Kirkpatrick & Co., Inc. 

ANSWER: Seal-Again Bottle Stop- 
per Co., 155 E. 44th St., New York 
City. 

* * * 

Mapison, Wis: Furnish address of 
C. Christianson, maker of the Aber- 
nathy vises.—Wolff, Kubly & Hirsig Co. 

ANSWER: This product is now be- 
ing made by the Abernathy Vise & Tool 
Co., 2814 W. 26th St., Chicago, III. 
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tion or issue. 


Camsripce, Mp.: Who makes Boss 
scoop shovels?—The Herbert Hearn 
Hardware Co. 

ANSWER: John Pfeifer & Co., Ltd., 
Philadelphia. 


cam * * 
AmpripGE, Pa.: Who makes Badger 
aluminum ware?—Mytinger & Young. 
ANSWER: West Bend Aluminum 
Co., West Bend, Wis. 


* * * 


Uxsrince, Mass.: Furnish names and 
addresses of several manufacturers of 
electric fireplace logs—Uxbridge Hard- 
ware Co. 





The 1934-35 edition is now in your 
hands. It is a condensed catalog of 
manufacturers of hardware and kin- 
dred merchandise in one handy vol- 
ume for ready reference. 


Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


ANSWER: Strait & Richards, Inc., 
43 Selvage St., Newark, N. J.; Kliegel 
Bros. Universal Stage Lighting Co., 
Inc., 321 W. 50th St., New York City, 
and the Ohio Foundry & Mfg. Co., Stu- 
benville, Ohio. 


*+ + 


New Beprorp, Mass.: Who makes 
small coil wire assortments trade- 
marked Ensco?—Dewolf & Vincent. 

ANSWER: Eastern Nail & Supply 
Co., Inc., Providence, R. I. 


* + 


Wituiamsport, Pa.: Provide address 
of the Standard Mirror Co.—Williams- 
port Hardware Co. 

ANSWER: 155 Harrison St., Buf- 
falo, N. Y. 


* %*+ 


New Ortweans, La.: Furnish street 
address of the Handy Broiler Co., Phil- 
adelphia, Pa——D. H. Holmes Co. 

ANSWER: 44 N. Fourth St. 


* * * 


Norwalk, Conn.: Who makes the 
Excel No. 2 grinder for corn cobs?— 
The Norwalk Hardware Co. 

ANSWER: Excel Foundries, Leb- 


anon, Ohio. 
* * * 


Firnt, Micu.: Who makes the Chi- 
cago Long Range Wonder shotgun?— 
Flint Hardware Co. 

ANSWER: This is a private brand 
of Hibbard, Spencer, Bartlett & Co., 
Chicago, Ill. 


* @ ¢ 


SoutH River, N. J.: Where can we 
buy Neatsol belt dressing?—-S. Gross- 
man & Sons. 

ANSWER: Neatsol Products, Inc., 
Philadelphia, Pa. 


+ + 


PineHuRST, Ga.: Where can we ob- 
tain repairs for Knox Beauty cook 
stoves ?— 


ANSWER: Knox Stove Works, 


Knoxville, Tenn. 
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C 
Cpe" Bin 2 Jumbler 


ExrRUDED METAL | PADLOCKS 


The trustworthy protection af- 
forded by the Corbin Extruded 
Metal Padlock perfectly meets 
the requirements 
where the great- 
est security is 
desirable. The 
Corbin Extruded 
Metal Padlock is 
made from a 
solid block of ex- 
machined out to 
Corbin Pin 
Tumbler mechanism, assuring 
continuous smooth operation under all kinds of 
weather conditions, protection and long life. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 








truded brass, 
receive the fine 




















..» HAVE YOU HEARD ¢he one 
about the traveling salesman? 


Hewentto bed atthe William 
Penn and slept twenty years! 
Well, maybe that is a little 
exaggerated. But anyway, 
the beds at Pittsburgh’s 
number one hotel are so 
comfortable you don’t ever 
want to get up. The food in 
the four famous restaurants 
is equally exceptional, and 
the prices reasonable. Quiet, 
well-furnished rooms, $3.50 
single; $5.00 double, all 
with bath. 





1600 ROOMS . 1600 BATHS 


HOTEL WILLIAM PENN 


PITTSBURGH, PENNA. 
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HANDY 
GRIP CAP 


For Gasoline, 
Kerosene or 


OUTMODES OLD METHODS 
EFFICIENT—CONVENIENT 








2% in. Wide Mouth NO 
Filler Opening on TROUBLE 
adler TO UNSCREW 
THIS CAP 











YOU CAN REALLY GRIP IT 
NO WRENCH NECESSARY 


The 2/4” wide filling opening of the can 
makes it easy to fill without spilling. 


Other selling features of the can are: 
triple locked body seams, made from 
standard gauge prime sheets; guaran- 
teed leak-proof; enameled red for gaso- 
line or blue band for kerosene. Con- 
centrate on EAGLE 


Ask your Jobber or Write 
us for list of Jobbers carrying 
this Line in your Territory. 











EAGLE MANUFACTURING CO. 


Wellsburg, W. Va. 





other liquids. | 
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SPECIAL FALL DEAL 
pays OVER 50% mark-up 


ON NEW LOW PRICES 


Deal gives retailer complete, 
balanced stock of four popu- 
lar sizes for less than $10. 
Display rack, sign and 50 ad- 
vertising circulars (as illus- 
trated) free with each deal. 

Skillets have perfect frying 
surface of mirror-finish chrom- 
ium. Nationally advertised to 
nearly 6,000,000 families from 
coast to coast. Write today 
for full details. Address: 


THE EVEREDY COMPANY 
Frederick, Maryland 


p1 EVEREDY 


wW Chromium Plated Steel 


SKILLETS 





MR. RETAILER: 
— NOTICE — 


TOOLS WITH INTELLIGENTLY FIG- 
URED PRICE-TAG ATTACHED IS A 
HELP WE ORIGINATED. OUR TAGS 
CARRY COPY WORDED EXCLUSIVELY 
FOR YOUR INTERESTS: **CASH PRICE” 
HELPS YOU SELL FOR CASH. THIS 
AID-THE-RETAILER EFFORT MERITS 
YOUR SPECIFYING 

















TOOLS MADE BY 


THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONNECTICUT 


OUR PLATFORM: 
In our 2nd CENTURY of 


experienced manufacturing; and 


our POLICY places your Jobber 
in position to have you own our 


tools at prices which enable you 


to SELL. 


ASK YOUR JOBBER 








Christmas Lighting 


(Continued from page 31) 


business is easy to solicit. Local 
factories, eager to build-up good-will 
in the community, can be listed as 
good prospects for decorative light- 
ing. 

One instance in which a hardware 
merchant added to his gross sales at 
Christmas is too good to pass up. 
This dealer approached his neighbor, 
the florist, and suggested that they 
combine their wares to sell complete 
decorative units. The florist sup- 
plied the wreathes and trees, the 
dealer the lights, and the job was 
sold complete, installation included. 
Both merchants enjoyed extra busi- 
ness that Christmas. 


Use Cooperation 


In promoting home lighting con- 
tests, the business district decorations, 
or the municipal programs, your 
local power company can supply 
ample assistar.ce. Their lighting en- 
gineers have a world of material 
helpful in the merchandising of 


Christmas novelties, and also in 
solving difficult decorative problems. 

In all lighted decorations, indoors 
or out, the color arrangement is 
especially important to the ultimate 
effect. Where rows of lamps com- 
prise the outline of a design, they 
should preferably be one color. If 
stars, spearheads, diamonds, etc., are 
studded with lamps of assorted 
colors, the esthetic appearance is lost 
and the final effect marred. Such 
precautions should be stressed when 
recommending lighting methods to 
the customers. 

Red and green, the “gold stand- 
ard” of color harmony in Christmas 
lighting, have also been experiencing 
a little devaluation in recent years. 
Trees, decorated solidly in blue 
lamps, are quite attractive, particu- 
larly against a blanket of snow. Arti- 
ficial trees in silver, with blue lamps 
alone, are growing in popularity 
while the yellow lamps for the 
“flames” of candle sets are a matter 
of course. 





Single Stroke Lettering 


(Continued from page 39) 


Those who do not know the dif- 
ference between the roman and the 
gothic letters very often make the 
mistake of mixing the two in writing 
one word without actually knowing 
the difference. Each individual part 
or stroke composing a gothic letter 
is of equal width all way round, 
while the roman, as _ previously 
stated, is composed of thick and thin 
strokes. 

Very often the hardware merchan- 
diser requires a neat white paper 
sign, a transparent strip to be pasted 
on the outside of the show window 
introducing some special feature. 
The proper way to make these strips 
is to procure a roll of transparent 
rice or imitation thin parchment 
paper; this comes in rolls 36, 42 and 
60 in. wide, and may be purchased at 
any painters’ supply store. Cut it 
into the sizes wanted and lay out the 
lettering in white chalk. Do not at- 
tempt to do the lettering in water 
colors, as the glue or binder mixed 
with all water colors will wrinkle the 
paper so it will be unfit for use. Use 
coach or any colors ground in japan. 
Coach colors will not wrinkle the 


paper and will dry, ready for use in 
one-half hour. Paper signs done in 
this manner may be exposed to the 
weather without injury. 

The advertising pages of Harp- 
WARE AGE offer many valuable sug- 
gestions for up-to-date show card 
data. 

Another important thing which 
has much to do with the sales value 
of show cards is the reading matter. 
The story should be short and to 
the point. No matter how well a 
show card is lettered, if it has the 
appearance of being crowded, with 
little or no margin, it loses one- 
half its value. The marginal line 
should always be ruled off first, leav- 
ing at the least 114 in. all around the 
outside edge of card. Then the line 
through the center of card and then 
the horizontal guide lines for the let- 
tering. 

After the data which are to go on 
the card have been decided upon, the 
lettering should be roughly sketched 
on card in pencil; this will do away 
with all guesswork when it comes to 
the brush work. 
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NICHOLSON File Advertis- 
ing in National Magazines is 
suggesting to hundreds of 
people in your locality that files 
make excellent gifts for their 
tool using friends. 

Benefit from this advertising by 
carrying and displaying a com- 
plete line of Nicholson Files. At 
your jobber’s. Nicholson File 
Co., Providence, R. I., U.S.A. 


A free 
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Winter 
Hold-Heet air Conditioner 


Absolutely silent 22” Planoidal Blower (patented). Open design permits free 
gravity circulation. ‘100-Speed’’ Control—1,000 to 2,500 ¢.f.m. against pressure. 
Ample capacity for 10 rooms. Adjustable to exact 
needs. 2-Year Filters. 4 oversize filters, each 20” 
x 30”. Double ordinary area gives low resistance, 
free circulation, double-life. Fully Automatic 
Controls. Line voltage fan switch operates auto- 
matically—only when there is heat in bonnet. In 
Cabinet—Ready to Hook Up. Comes assembled in 
28” x 30” x 51” welded steel cabinet, ready to hook 













into cold air return. Maximum capacity. Mini- 
mum floor space, no cementirz, no hood to build. 


Special Introductory 
Dealer Price (extra ae Q= 
25% discount) ..... ' 


Write for Full Information 






Russell Electric Company, Mfrs., 











HARDWARE 
CLOTH 
pati ; COPPER 
DEeeeOR ME = BEARING 
REEL STEEL 


You can sell Superior 


Brand with the assur- 
ance that every roll is 
made from Standard 


size wire 


G. F. WRIGHT STEEL & 
WIRE CO. 


Worcester, Mass. 
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THE NEW PREMAX 
LAWN SPRINKLER 


You can sell the Premax everywhere be- 
cause you have something different to talk 
about. Built to last a lifetime. No metal- 
to-metal bearings to wear out or leak. The 
head actually floats on water. Set it for 
fine mist on small areas or a torrent of 
rain on large lawns. 


Write your jobber today for sam. 
ple or stock. If he can not 
supply you, write us _ direct. 


PREMAX SALES DIVISION 
Chisholm-Ryder Co., Inc. 
Niagara Falls, N. Y. 














STOVE ay 
BOLTS 


Stove, Tire, Sink BOLTS— 
Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 
Speciai Automatic Screw 
Machine Products 
U.S.S., S.A.E. Plain, S.A.E. Cas- 
~ o_o aca K mrsng dt domme 
ers’, Register, Safet ‘urnace, 
Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


New Britain, Conn. 
Warehouses: 


New Yor! 
Philadelphia 


Chicago ff 











EVANSVILLE 


GOOD SERVICE TOOLS 





EVANSVILLE ALLOY-AXES 


— 





MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND. 


















ARMSTRUNG BROS. 
Improved PIPE VISES 


The Quality and Features 
that Close Sales 


The Open Side and Hinged Vises 
have bodies of certified malleable 
iron; tool steel jaws—accurately 
niachined; oval-end handles that 
dp not pinch hands. The Hinged 
Vise has an unbreakable hook— 
drop forged steel 


The quality and features of 
thege vises are typical of all 

MSTRONG BROS. Pipe 
Tools — the most complete 
tine made—for each is an 
improved, a more saleable 
tool. 


Write for 
Catalog 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. 


ARMSTRONG BROS. Chain 
Yises (patented) have 1-plece 

jaws (both jaws, a single drop 

hem, forging with center lug that pre- 
3 vents bending of the smallest 

| pipe) Base and handle are 


drop forged. Chain, proof-tested. 








CHICAGO, U. S. A. 
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Serve The Kids 


(Continued from page 29) 


tience and will power. When a 
young boy spends 15 minutes trying 
to select a pair of two-for-a-penny 
fish hooks, the storekeeper needs a 
forbearance more demanding than 
that of Job himself. 

Such a trade also requires a con- 
siderable line of low priced things 
that appeal to children, such as jack 
knives, model airplane parts, roller 
skates, balls of all kinds, etc. Al- 
though merchandise of this kind may 
return only a small profit and hardly 
be worth its trouble, except around 
Christmas, it will do much to assure 
a continuous influx of the local 
youngsters. Combined with helpful 
and courteous treatment on the part 


| of the store clerks, such an influx can 





readily be turned into appreciable 
profits. 

Mr. Divan capitalizes on his youth- 
ful trade every Christmas. Toy dis- 
plays are set out nearly two months 
in advance. The youngsters, who 
are always running in and out of his 
store, see these toys and invariably 
form Christmas desires that must be 
shown to their parents. Father or 
mother is, accordingly, brought to 
Divan’s to be shown their young 
hopeful’s wants. 

Likewise in other seasons of the 


| year. Suppose a boy wants a scout 


ax. He wants the one he has seen 
hanging in Divan’s show case during 
his many visits to the store, not the 
ax in some large store in a neighbor- 
ing city of which he has but a slight 
recollection. 

Nor are girls neglected. Roller 
skates, jumping ropes and other 
items of direct feminine appeal are 
kept on hand, so that to girls and 
boys alike, Divan’s becomes a fa- 
miliar and appreciated establishment. 


The housewives of tomorrow are the 
hoop rollers of today. 

Mr. Divan makes it a point to 
slant some of his advertisements 
toward his young customers. Be- 
sides the usual Christmas circulars, 
which produce excellent results in 
toy turnover, other novelties are used 
which, although they have a direct 
appeal to the youth, are not entirely 
lost on the fathers and mothers. 

For instance, at one time Mr. 
Divan bought 500 toy gliders at a 
penny a piece. These had the name 
of his store plainly marked on the 
wings, and required a little ingenuity 
to assemble. To get these advertise- 
ments in the hands of the kids, two 
boys who happened to be in the store 
were each given one. Within three 
days not a glider was left, and still a 
stream of kids poured in. 

The result was a very good adver- 
tising coverage of the surrounding 
territory, a strengthening of good 
will among the kids, and a direct 
appeal to the parents, as many 
fathers were required to help their 
younger children assemble the free 
gliders. But by far the most valua- 
ble factor resulting from such adver- 
tising novelties, is the periodic re- 
minder to the children and their 
parents, that the local hardware store 
is very much alive, and at the same 
time very much interested in their 
good will. 

Proper treatment of the kids, so 
Mr. Divan has found by actual ex- 
perience, can, therefore, result not 
only in appreciable current profits, 
but also in the development of a po- 
tential business for the future. And 
these results will greatly overbal- 
ance the added wear and tear on both 
patience and will power. 





Holding Up the Procession 


(Continued from page 37) 


Bank bulletin, are at the rate of more 
than four billion dollars a year, which 
is equal to one-sixth of all the retail 
business done in 1933. 

Such large expenditures may well 
spell the difference between good and 
bad retail business, but unfortunately 
they also spell heavier taxes and an 
unbalanced budget. It is futile, of 
course, to contend that these disburse- 
ments could be materially reduced. So 


long as our heavy industries are run- 
ning at a low rate there will be serious 
unemployment, and the idle cannot be 
permitted to starve. Revival of produc- 
tion is the only sure way of lifting the 
present burden from the Government 
and the taxpayers. But production will 
not revive until organized labor is per- 
suaded to cooperate for the common 
good instead of holding up the pro- 
cession. 
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Share These Profits > 


If hundreds of Dealers serv- 
ed by Jobbers like these 
make money on Rochester FF 
Dial Thermometers, why 
don’t you? Nationally ad- ) 
vertised, 35c up—and guar- Fe 
) 
bo» 





anteed. Sales helps free. 
Phone your _ wholesaler 
right now. 

< Rochester Manufacturing Co. 
2 120 Rock d St., Rochester, N. Y. 




















DIAL THERMOMETERS 


EASY TO READ*ACCURATE 





OBERTSON 


CHAIN LINK 


FENCING 


SCHOOLS PY ad 
HOSPITALS i 
PLAYGROUNDS 
PARKS 


ESTATES 


rite cae new catalog and 
interesting proposition. 
W. F. ROBERTSON STEEL & IRON CO. 
73 Elm St. Cincinnati, Ohio 
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DON’T MAKE A LAWN MOWER 
DECISION UNTIL YOU 


TT RUGG-ED LINE OF QUAL- 


ITY LAWN MOWERS is a 
precision built line on which both 24 U G G 
dealer and jobber can build a 


profitable business during the 
coming season. 
Test a RUGG MOWER. Use it. 
Abuse it. Note its harmonious 
color scheme. Its easy running, GUARANTEE 
smooth cutting qualities. Con- 
vince yourself that this mower sells Designed with greatest 
ON SIGHT. Write today for care, constructed of fin- 
details. est materials, every 
RUGG Lawn Mower is 
@ quality machine. 
Rigid inspection covers 
each step of manufac- 
ture and materials and 
( workmanship are uncon- 
7 






ditionally guaranteed 
against all defects on a 
make-good basis. 


THE E. T. RUGG CO. 


Manufacturers of Cordage Since 1883 


Newark, Ohio 














NORWOOD 


LAWN FENCE & GATES 


x 


a. 
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NORWOOD Ornamental Double Drive Gate, showing No. 
600 filler. Supplicd-with any style filler. 
































The fabric in these gates is 
made to fit the gate frame 
and will match fence of the 
same style number. The 
ERETEE webs are especially woven 
U to size. There are no sharp 
! ends of wire projecting and 
H each web is a complete 
piece of fabric in_ itself. 
vinta = Wim: Frames are made of the 
NORWOOD Ornamental Walk best grade standard pipe, 
cacangng So tir. Sit~ 144” outside diameter, hot- 
dipped galvanized. 




















All Ornamental Gates are equipped with scroll top, 
spring latch and wood post fittings unless otherwise 
ordered. If your jobber does not stock NORWOOD 
Products, write to 


H. L. BROWN FENCE & MFG. CO., INC. 


Owned & Operated by W. F. Robertson Steel & Iron Co. 
Cincinnati 


OAKLEY, CINCINNATI, OHIO 
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CONVENTION CALENDAR 


Cautirornia Retail Hardware and Implement Association 
Thirty-fourth Annual Convention and Exhibition, Hotel 
Whitcomb, San Francisco, Cal., Feb. 12 to 14 inclusive, 
1935. Le Roy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


Inu1nots Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibition, Armory, Peoria, Ill., Feb. 5 to 
7, 1935. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, Ill. 


inp1ANA Retail Hardware Association Annual Convention and 
Exhibition, Indianapolis, Ind., Jan. 29 to Feb. 1 inclusive, 
1935. G. F. Sheely, managing director, 130 E. Washington 
Bldg., Indianapolis, Ind. 


lowa Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibition, Des Moines, Iowa, Feb. 12 to 
15 inclusive, 1935. Sessions: Hotel Savery. Exhibition: 
Coliseum. Philip R. Jacobson, secretary, Mason City, Iowa. 


Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibition, Seelbach Hotel, Louisville, Ky., 
Jan. 22 to 24 inclusive, 1935. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville, Ky. 


MicuicaN Retail Hardware Association Annual Convention 
and Exhibition, Grand Rapids, Mich., Feb. 12 to 15 in- 
clusive, 1935. Sessions: Hotel Pantlind. Exhibition: Civic 
Auditorium. Harold W. Bervig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 


Minnesota Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, St. Paul Auditorium, St. Paul, 
Minn., Jan. 22 to 25 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 
Minn. 


Missouri Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 


Mountain States Hardware and Implement Association 
Thirty-third Annual Convention, Cosmopolitan Hotel, Den- 
ver, Colo., Jan. 14 to 16 inclusive, 1935. John T. Bartlett, 
secretary, 2005 Mapleton Ave., Boulder, Colo. 


NesraskA Retail Hardware Association Thirty-fourth Annual 
Convention and Exhibition, Hotel Fontenelle, Omaha, Neb., 
Feb. 5 to 7 inclusive, 1935. George H. Dietz, secretary, 
414 Little Bldg., Lincoln, Neb. 


New Encranp Hardware Dealers Association Forty-second 
Annual Convention and Exhibition, Hotel Statler, Boston, 
Mass., March 6 to 8 inclusive, 1935. Guy C. Small, secre- 
tary pro tem, 140 Federal St., Boston, Mass. 


New York State Retail Hardware Association Thirty-third 
Annual Convention and Exhibition, Hotel Statler, Buffalo. 
N. Y., Feb. 12 to 15 inclusive, 1935. John B. Foley, secre- 
tary, 510 Hills Bldg., Syracuse, N. Y. 


NortH Dakota Retail Hardware Association Annual Con- 
vention and Exhibition, Community Memorial Bldg., Bis- 
marck, N. D., Feb. 5 to 7 inclusive, 1935. Louise J. 
Thompson, secretary, 21 Clifford Bldg., Grand Forks, N. D. 


Onto Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive. 
1935. Sessions: Deshler-Wallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St.. 
Columbus, Ohio. 
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OxtaHoMa Hardware and Implement Association Thirty- 
second Annual Convention and Exhibition, Shrine Temple, 
Oklahoma City, Okla., Jan. 29 to 31 inclusive, 1935. 
Charles F. Nelson, secretary, 301 Key Bldg., Oklahoma 
City, Okla. 

Paciric Nortuwest Hardware and Implement Association 
Annual Convention, Spokane, Wash., Jan. 29 and 30, 1935. 
W. H. Richardson, secretary, Harrington, Wash. 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo, Tex., Feb. 4 to 6 inclusive, 1935. 
C. L. Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel, 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia, 
Pa. 

South Dakota Retail Hardware Association Thirtieth An- 
nual Convention and Exhibition, Coliseum, Sioux Falls, 
S. D., Jan. 29 to 31 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 
Minn. 

SouTHEASTERN Retail Hardware and Implement Association 
Twenty-first Annual Convention and Exhibition, City Audi- 
torium, Atlanta, Ga., May 7 to 11 inclusive, 1935. H. M. 
Simmons, secretary, 317 Ten Forsyth Street Bldg., Atlanta, 
Ga. 

SouTHERN CaLirorniA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles, 
Cal. 

SouTHERN Hardware Jobbers Association Forty-fifth Annual 
Convention, in conjunction with the Sixty-ninth Semi- 
Annual Convention of the American Hardware Manufac- 
turers Association, Miami, Fla., April 8 to 11 inclusive, 
1935. Secretary, Manufacturers Assn.: Chas. F. Rockwell, 
342 Madison Ave., New York City. Secretary, Southern 
Jobbers Assn.: T. W. McAllister, Grant Bldg., Atlanta, Ga. 


Texas Hardware and Implement Association Thirty-seventh 
Annual Convention and Exhibition, Galvez Hotel, Galves- 
ton, Tex., Jan. 22 to 24 inclusive, 1935. Dan Scoates, secre- 
tary, College Station, Tex. 


Toy ‘Manufacturers of the U. S. A., Inc., Eighteenth Annual 
Convention, Hotel McAlpin, New York City, Dec. 5 to 7 
inclusive, 1934. James L. Fri, managing director, 200 Fifth 
Ave., New York City. 


Vircinia Retail Hardware Association Annual Convention, 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. 

West Vircinta Hardware Association Annual Convention, 
Windsor Hotel, Wheeling, W. Va., Jan. 17 and 18, 1935. 
H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


Western Retail Implement and Hardware Association Forty- 
sixth Annual Convention and Hardware Show, Kansas 
City, Mo., Jan. 15 to 17 inclusive, 1935. Sessions: Ararat 
Temple. Headquarters: Baltimore Hotel. Show: Con- 
vention Hall. Show secretary: Louis W. Shouse, Kansas 
City, Mo. Assn. secretary: H. J. Hodge, Abilene, Kan. 

Wisconsin Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, Auditorium, Milwaukee, Wis., 
Feb. 5 to 8 inclusive, 1935. H. A. Lewis, executive secre- 
tary, Stevens Point, Wis. George W. Korneley, exhibit 
manager, 3374 N. Green Bay Ave., Milwaukee, Wis. 
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PUNIVERSAL] 
Ready Money for You 
In a Ready-Made Market / 





Trade is a sensitive thing. It seldom goes where it isn’t 
invited—never. stays where it isn’t well treated. Show 
“UNIVERSAL” KITCHEN CUTLERY ON CARDS 
(4 different items). They create sales. 


LANDERS, FRARY & CLARK, New Britain, Conn. 


Help Your Trade Save 
ce > on Fuel Bills! 


Ring up steady winter profits recommending the com- 
= weathertighting of door and window cracks 
with 








—far ahead of ordinary compounds, created orig- 
inally for tough, rough marine use where only a super 
compound can stand the stress and strain of con- 
stant action. No heating or mixing—ready to use. 
Black or gray. From % Ib. cans to 100 Ib. drum 


sizes. 


If your jobber can’t supply you, write direct for literature, giving his name. 


STAY-TITE PRODUCTS CO. 


Dept. H., 3107 Detroit Avenue CLEVELAND, OHIO 


Stay-Tite Sealer (for drip moulding), Waterproof Glue, XXX Cement (for 
Linoleum ) and Wood Crack Filler. Literature on request. 








ET the boys see what fine, 
realistic models they can make 
with Steel Builder, and the sets 
will sell themselves. A good dis- 
play of these colorful sets is all 
you need to attract attention. The 
new features and unique improve- 
ments are obvious. Your jobber 
can supply these sets in time for 
your holiday trade if you order 


immediately. 
Steel Builder Co., Inc. 
12 Orange Street Newark, N. J. 











MFGD. BY ...RADIO STEEL & MFG CO. 
6515 WEST GRAND AVENUE, CHICAGO 
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Antique Bronze 
Brass - - - Copper 








HANOVER 


SUPER-APEX 


Electro -ZINC - plated 


‘pace FE wees 
cia oys 
Pau y 











Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CO. 


Hanover Pennsylvania 




















=«(CHICAGO)— 
SPRING HINGES 


There is no other “Relax” 


The “Relax” leads all 
spring pivot hinges for 
quality, quietness and 
length of satisfactory 
service. 

This hinge is espe- 
cially desirable for Hos- 
pitals, Churches and 
Schools. It has been 

Relax Type 6001 sed with complete sat- 
Spring Pivot-Hinge . ° 

isfaction on many of 
them throughout the world. 

Hardware dealers will find “Relax” 
Spring Pivot Hinges popular among 
architects and contractors because of 
their proven quality and many desir- 
able features. 





Send for Catalogue H-42 


Chicago Spring Hingv Company, 


CHICAGO NEW YORK 
U.S. A. 
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ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
°| anteed quality. Real 
profit in handling 
them. 

e Write for prices. 
Rochester Sash Balance Co., Ine. 








Rochester, N. Y. 











WORK - KING 
GLOVES 





Gloves and misstene 


Quic urnover. 
Made by— 
LIVERMORE FALLS GLOVE CO. 
LIVERMORE FALLS MAINE 


lease order from your Jobber 








STEEL MORTAR HODS 


No dripping onto 
the user’s back. 





oy Made entirely of 
steel with wooden 
shoulder saddle 
and handle 
Edges are heavily 
reinforced. The 
fork is pressed 
from heavy gauge 
steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 


* * Cleveland, Ohio 7 e 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


* 














Variety-Lines Help Macbeth’'s 


(Continued from page 49) 


are all plainly marked, some of the 
prices being indicated by large signs 
showing “bargain prices” such as 6c 
and 9c. 

The branch store has two en- 
trances and four display windows, 
which although not very deep are 
effectively used. Like the two large 
windows at the main store these are 
changed each week, and are given 
over largely to displays of seasona- 
ble lines. 

The branch store windows illus- 
trated feature items for warm 
weather—picnic necessities and con- 
veniences in one window, lawn equip- 
ment in another, while a third bear- 
ing a sign “Goin’ Away?” offers 
various little items of interest to 
women in particular. The fourth 
shows flashlights, cutlery and electric 
fans. Price cards are used in the 
show windows—big fellows you can 
see some distance from the store, and 
some of the items show “bargain 
prices”—69c and 79c, etc. 

Some chain stores feature the fact 
that they save customers money by 


not having any delivery facilities. 
Here Macbeths go the chain stores 
one better, by delivering merchan- 
dise to any point within a mile of 
either branch. 

H. E. Macbeth manages the main 
store, measuring 30 by 60 feet and 
having two employees. Mrs. Mac- 
beth supervises the branch—36 by 60 
feet—with three employees. The 
main store deals largely with apart- 
ment house trade, the branch chiefly 
with private homes. Both stores pay 
particular attention to seasonable 
lines—without neglecting other lines. 

Macbeth’s Hardware, Gift & Va- 
riety Stores are hardware stores, too. 
Tools, electrical supplies, paint, 
builders’ hardware, smaller electrical 
appliances and other hardware lines 
are prominently displayed—with 
prices clearly showing. 

Macbeth’s window displays, attrac- 
tive color scheme and modern ap- 
pearance are supplemented with 
newspaper advertising and _hand- 


bills. 





Mr. Swain Sympathizes 
With Dealer’s Problem 


Wi_minctTon, Onto —I have just 
finished reading the article on page 
40 of the October 11th issue of the 
Harpware Acer. This is very in- 
teresting. I have heard manufac- 
turers and wholesalers alike com- 
plain about this same indifference 
and lack of knowledge on the part of 
salesmen in the retail hardware 
stores, but I wonder sometimes who 
is really to blame for this. A great 
many of the sales people in retail 
stores know nothing about the goods 
they are selling, but is this their 
fault? Possibly, in many stores some 
of the sales people are indifferent, 
but in the smaller stores especially 
is it not true that they are not only 
expected to sell hardware but also 
must do a great many other things? 
If a man has just finished sweeping 
the floor or washing the windows and 
filling bottles with linseed oil from a 


barrel, can he be expected to change » 


in five minutes to a suave, polished, 
salesman? How much time and ef- 
fort does the average retail hardware 
dealer give to educating his sales 
force in the most common principles 
of salesmanship, to say nothing of 
educating them on the goods they 
have to sell? 

When a salesman calls on a retail 
store and tells his story to a buyer 
and the buyer purchases the goods, 
none of this sales story in most cases 
ever gets to the people who have to 
sell them. The manufacturers and 
jobbers both complain about these 
sales people, but what does either of 
them do to really help them to know 
more about the articles they sell? I 
sometimes wonder whether some of 
these critics would do any better 
themselves under like conditions. 


H. M. Swain, 


Sales Manager 
The Irwin Auger Bit Co. 
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HM 18 ¢ 


Gardiner Repair-All Solder (Acid- 
core) in the handy full sized pack- 
ages at this low retail price will meet 
chain store competition, and _ still 
give you a normal profit. 

Gardiner Rosin-core Solder (for 


radio work) is available at the same 
price. 









Improved methods of manufacture 
make possible the 
; highest quality sol- 
der at low cost. 
MMie@r Your jobbers can 
supply you. 
GARDINER METAL CO. 


4821 S. Campbell Ave. 
Also in 1, 5 and 20-lb. spools Chicago Illinois 








/ 





JOBBERS 
WANTED! 


To handle a volume-growing product 
in the areas served by large cities, 
particularly Philadelphia, Pittsburgh, 
Buffalo, Boston, and Baltimore. 


“LIME Crest” GARDEN CALCITE 


enjoys a large and growing demand among home owners and landscape 
gardeners everywhere. It is successfully wholesaled by many large job- 
bers—a notable example being Masback Hardware Co., with a highly 
profitable volume in the metropolitan area. ‘“‘LIME CREST’ GAR- 
DEN CALCITE is packed in neat 50-lb. multi-wall paper bags. Large 
and small gardners find it unequalled for changing sour, unproductive 
ground into sweet, fertile areas. For complete details and samples write 
today to LIMESTONE PRODUCTS CORP. OF AMERICA, INC., 
Dept. B-9, Newton, N. J. 











Stock and Profit with 


“G & B” QUALITY Products 


© geal POULTRY NETTING 
? STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 
& SCREEN WIRE CLOTH: 
“PEARL” 
pe “ACME” ELECTRO GALVANIZED 
QUALITY PAINTED BLACK 
Prooucts COPPER 





BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Metablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chieago Kansas City, Mo. San Franciseo 











New Design 
Chrome Covers—Stainless Quality Enameled Ware 
UNITED STATES STAMPING CO. 
Moundsville, W. Va. 
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Made in 
| 3 Quality 
| Brands— 
“North - 
| western,” 
| “Crown” and 
“Union” —in the 
modern plant of the 
oldest horsenail manu- 


Sharp, perfect point, 
| facturer — est. 1865. ~~ 


easy to drive. of 


A clean, 
hold - fast 
head. 












Sturdy, rigid 
shank, polished 

finish, drives where 

you want it to go. 


waATION ABoy, 


| Sook PADs 


In all popular sizes, priced for your profit e eB 
—jobber, retailer, blacksmith and user. 29 


FOWLER & UNION HORSE NAIL CO. 


1032 MILITARY ROAD, BUFFALO, N.Y. 







“WEAR 
Write for prices—order from your dealer. cing RUBBER 
¥ ‘ 








We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
| facture most anything for your special re- 
| quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


Sm my F 



























Grady patent-- STOCK GRADY WEDGES for an extra 
profit at your Tool Counter 


Sole Licensee Under the Original Grady Patents 


We are manufacturers and distibufors under the original 





LANDON P. SMITH, INC., Irvington, N. J., U.S. A. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply te “Help Wanted,” “Business Oppor- 


tunities,” “Sales Accounts Wanted” and 
“Sales Representatives Wanted” advertise- 
ments, 
Set Solid, Maximum of 50 words..... $3.00 
Each additional word ..........-+ -06 
All Capitals, Maximum of 50 words.. 4. 
Each additional word .......+++.+ .06 


Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 








Send check or money order, not currency 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 


2 fmeh wcccce ecccccccccces ee 
Each additional inch 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts de 
net apply on Positions Wanted Advertise- 
ments. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previous to date of publication. 
Address your advertisements and lies te 
HARDWARE AGE, Classified Opper nities, 

239 West 39th St., New York City. 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 





UNUSUAL OPPORTUNITY IN GOING 
BUSINESS, fifty-six years active operation, ex- 
cellent reputation, with larger present and future 
prospects, fine sales outlets wholesale and retail, 
will require $50,000 to $100,000, investor should 
be executive and active manager, experienced in 
general hardware, implements, auto accessories, 
etc. Important distributing center, heart of the 
South, growing city, forty thousand pulation, 
ideal climatic and civic conditions. ill retain 
interest if agreeable. Full particulars with refer- 
ences will exchange with responsible party. Ad- 
dress Box B-541, care of Harpware Ace, New 
York City. 





SALES REPRESENTATIVES WANTED 


WELL-KNOWN MANUFACTURER OF GA- 
RAGE door hardware has open territory in Iowa, 
Michigan, Ohio and Pennsylvania. Wants sales- 
man having experience in dealing with hardware 
jobbers. Address Box B-538, care of HARDWARE 
Ace, New York City. 

SALESMEN CALLING ON TOY, HARD- 
WARE, department stores, etc. ew invention. 
Ski-Skates, the safe ice-skate for youngsters. 60¢ 
retailer. Write quickly for big profits. Ski- 
Skate Co., 3129 W. 49th Place, Chicago, III. 

MANUFACTURER OF LOCKS REQUIRES 
AGENTS soliciting wholesale and retail trade in 
the following territories: Ohio, Illinois, Indiana, 
Southern New Jersey, Delaware, Maryland, and 
Eastern Pennsylvania. Give particulars and quali- 
fications. Address Box B-537, care of HARDWARE 
Ace, New York City. 

ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 

SALESMEN WANTED BY REPUTABLE 
PAINT manufacturer who are now calling on 
paint and hardware stores to sell a complete line 
of paints, varnishes, enamels, etc., as a side line. 
Protected ey: Strictly commission basis. 
Address Box B-530, care of Harpware AGz, 
New York City. 

SALESMAN WANTED—TO SELL A 
WELL-KNOWN brand of grass seed on com- 
mission basis as a side line. Excellent proposi- 
tion for men with established trade in hardware, 
housefurnishings, department store or grocery 
lines. Orders can be booked now for Spring de- 
livery, with commission payable upon receipt of 
first delivery. Write giving full details. Address 
| B-526, care of Harpware Ace, New York 
“ity. 


























MANUFACTURER’S REPRESENTATIVE, 
covering Illinois very thoroughly except Chicaga, 
selling only twe short lines, can handle additional 
quality line for retail hardware and kindred trade. 
Known to the trade for years. Hundreds of es- 
tablished accounts in cities and towns, large and 
— over entire state. Address Box 235, Peoria, 





ADVERTISING—HOME STUDY 


CONNECTION WANTED WITH WHOLE- 
SALE HARDWARE or manufacturer as sales- 
man. Western Pennsylvania or Western New 
York preferred. Eleven years’ experience in re- 
tail hardware and paint. Age 30, good appear- 
ance and good health. Desire a permanent position 
with a reliable firm. Best of references fur- 
nished. ddress Box B-504, Harpware Acz, 
239 West 39th Street, New York City. 








ADVERTISING—HOME STUDY. THE AD- 
VERTISING MINDED hardware’ merchant 
makes the most money. Send name and address 
for booklet outlining new home study course. 
Hundreds of successful retail merchants have 
graduated from this old established school. Write 
today. Address Page-Davis School of Advertis- 
ing, i. Michigan Avenue, Dept. 2488 C, Chi- 
cago, Ill. 


ACCOUNTANT—CREDIT MAN 


Constructive record, experienced whole- 
sale hardware, manufacturing and publish- 
ing, can take full charge accounting, credits, 
inventories, costs. Twelve years last posi- 
tion. Can report immediately. Salary 
reasonable. Address Box B-543, care of 
HarpWwarp AGe, New York City. 











POSITIONS WANTED 





EXPERIENCED BARN EQUIPMENT 
SALESMAN WANTS to affiliate with manufac- 
turer. Eight successful years with last concern 
selling Barn and Poultry Equipment in New York 
and New England. Satisfactory references. Ad- 
dress Box B-542; care of Harpware Ace, New 
York City. 





FOREIGN REPRESENTATIVE, EXPERI- 
ENCED SALES MANAGER machinery, hard- 
ware, mill supplies, power tools, seeks position 
with reputable firm wishing to enter or expand 
their overseas markets. Married man, age 32, 
knowledge German, Spanish, French. Location 
no object. Address Box B-539, care of HARDWARE 
Ace, New York City. 


HARDWARE MANAGER, EXPERIENCED 
CHAIN STORE executive, in all branches of 
hardware, machinery, farm equipment, and build- 
ing materials seeks connection with progressive- 
minded independent concern, where modern chain 
store merchandising ideas may be applied to mu- 
tual advantage. Address Box B-540, care of 
Harpware Ace, New York City. 


SALES REPRESENTATIVE DESIRES TER- 
RITORY. Nineteen years covering Middle West- 
ern jobbers, dealers and industrials, also two and 
one-half years Europe. Would consider any part 
of country—Middle West preferred. Those who 
desire foreign representation would consider as- 
signment in England. Address Box B-544, care 
of Harpware Ace, New York City. 











AN UNRELIABLE, DISHONEST, LAZY 
HARDWARE man is screwy enough to look for 
a position. Ten years time of agony I spent as 
a salesman then the firm went broke. After that, 
managed a store into bankruptcy in four weeks, 
loafed, CWA timekeeper, field superintendent for 
a butter company until the government killed all 
the cows. Am 33 but feel 93. Short hours, big 
pay essential. College training, but still dumb. 
I am still dippy enough to believe you have a job 
for me and if you are willing to take a chance 
write me. P.O. Box 951, Miami, Oklahoma. 











Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 


152 West 42nd Street New York City 
WIS. 7-1802, 1803 











¥ 





The Story of 


the 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. Its classified columns have proven 





“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 


a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


- +» HARDWARE AGE - - - 
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COBURN 


WAREHOUSE DOOR HANGERS 


@ Use a patented special section | 
beam track with a hanger oper- 
ating on only one side of | beam. 
This permits easy operation of all 
heavy doors, regardless of size and 
weight. We will gladly quote defi- 
nite prices for specific installa- 
tions. 








Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 





Halter 21d Dog Chains 


<<“ ACCO 


SPECIALTIES 


For chain and chain specialties of all 
kinds ask your jobber for ACCO— 
the brand of best materials and best 
workmanship. 


AMERICAN CHAIN COMPANY. Inc. 


BRIDGEPORT, CONNECTICUT 


WORLD'S LARGEST MANUFACTURERS 
OF WELDED AND WELDLESS CHAINS 


















New Revolving 
Display Cabinet 
containing 72 Window-front Packets of 
Moore Aluminum Push-Pins 
Moore Glass Head Push-Pins 
Moore Push-less Hangers 


insures continuous sales of these world-famous devices 
to Hang Up Things. 

Order the full assortment and get Cabinet 
Free. Your Jobber has them. Easy to refill. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 




































4 sa = 
al Fish & Hook Brand 


SAWS AND BOW FRAMES 





Together with the OBERG FILES combine the 


necessary features of durability and fast cutting. 
From Your Jobber or Write: 


SANDVIK SAW & TOOL CORPORATION 


109 Lafayette Street 740 North Washington Ave. 
New York, N. Y. Minneapolis, Minn. 








SCREEN HARDWARE 


The items below are 
all big sellers: 
SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 
HARDWARE [es 


saur suaPacs GUTTS 
| Fg all the specifications of shoei inte 
exacting builders. A complete aa aes 
line; modern in design and built of SASH LIFTS 
the finest materials. 


A catalog presenting the facts 
awaits your request. 








National Manufacturing Co. 
STERLING *: ILLINOIS 





STRAP AND TEE HINGES 












Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 




















Silver Lake Sash Cord 


> UARANTEED FOR 20 YEARS “s 


TUBEHANKS 


NOVEMBER 22, 1934 








ae 
FLORENCE [R641 


GARDNER 














Gross 
Sterilized 


Xx 























by positive control of 

Quality creafe consumer 

confidence samples if 
you want em. 








Ask your jobber 





W.W. CROSS “C0. INC 
EAST JAFFREY NLH. 


oe 
or 
te 
oe 7 4 
Loe, 








“T had to have, 
14 FEET CLEARANCE” 


“In a complete service station like ours, doors are 
an important item. They must be large and they must 
work easily. We have to get cars in and out fast. 
Cheap doors would be just so much grief to us. 

Our greasing is all done on lifts so we must have 
a 14 foot clearance from the floor. 

We have six Stanley “Roll-Up” Doors and they 
give us everything we want—clearance, smooth oper- 
ation and fine appearance. I am telling you that 
attractive appearance means a lot if you expect the 
business of most car owners.” . 

* e ” 

One of the best markets for large door installa- 
tions is service stations of all types. And the equip- 
ment which is meeting the needs of this type of 
establishment best is STANLEY “ROLL-UP” DOORS 
either with or without the special High Lift. 


Write for full details 


on all types of 
Stanley Door Equipment 


THE 
STANLEY WORKS 
New Britain, Conn. 
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e INDEX TO ADVERTISERS e 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





A 


Adjustable Clamp Co........... 
pS ere 
Allied Mercantile Co.......... 
pS 4 Serer 
Aluminum Goods Mfg. Co..... 
American Chain Co. 
American Fork & Hoe Co....... 
American Gas Machine Co..... 
American Handle Co. 
American Safety Razor Co..... 
American Sheet & Tin Plate Co. 
American Steel & Wire Co..... 
American Thermos Bottle Co... 
American Weekly, The ........ 


American Wire Fabrics Co... .65, 


Ames Baldwin Wyoming Co.... 
Animal Trap Co. of America.. 
PED Ts Gia bdciccecasscas 
Armstrong Bros. Tool Co....... 
pS oe ae 
Po ge ee eee eee 
Auchterlonie & Miller.......... 


B 


Babcock, W. W., Co....... 
UNE TRG, 6a. sige dc cscdens 
Balfour, Guthrie & Co., Ltd... 
GONE Gig, BE bndb cre nsscescs 
NE MR Bdd i dode dc ceed soe 
Behr-Manning Corp. .......... 
ET a Ae ree 
Berry Solder Co. neo 
Bethlehem Steel Co............ 
Binney & Smith Co. .......... 
Bishop & Babcock Mfg. Co..... 
Bissell Carpet Sweeper Co..... 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co..... 
Boston Varnish Co. .......... 
Boston Woven Hose & Rubber 
WR deat cha pgs ocak dosh 


a ee ae 
Brett & Wycoff, Inc........... 
Bees Ge. TW, Bice cc scsccicsc 


Brown Fence & Mfg. Co., Inc., 

DM Mc Aedakanieaeadooe 
EE BA wc-dcdcesaadecnes 
Burgess Battery Co. .......... 


Cc 


Carborundum Co. 
Chete PraGurte Cain... cccces 
Champion Hdwe. Co. ......... 
Chicago Roller Skate Co....... 
Chicago Spring Hinge Co...... 
Chisholm-Ryder, Inc. 
OS ee ere 
Clark Bros. Bolt Co........... 
Clemson Bros., Inc. ..... baie 
Cleveland Tack Works Div..... 
Cleveland Wire Spring Co..... 
SE DN: SM 0. k.46.0:58 p0cc0cs 
Coburn Trolley Track Co...... 
Coleman Lamp & Stove Co..... 
COM GG, TOE os ccc nescccss 
Colson Co. 
Columbian Rope Co 
Conco Engineering Works 

Continental Screen Co. ........ 
Continental Screw Co. ........ 
Continental Steel Corp. ........ 
Corbin Cabinet Lock Co....... 
Corbin Screw Corp. 
Crescent-Davis Arms Corp..... 
Cross & Co., Inc., W. W....... 


Cyclone Fence Co. .......+-+++ 
D 

Darragh, Smail & Co., Ltd..... 

Dazey Churn & Mfg. Co....... 








en er 
Devlin Mfg. Co., Thomas 
Ce ey Ne eres rere 
Disston & Sons, Henry ........ 
Dixon Crucible Co., Joseph... 
Domes of Silence .......cc00- 
Duntes Coc BM. WW... ccsseces. 
Du Pont de Nemours Co., The 
E. I. 


Eagle Lock Co. 
Pe GM. Ss ncanseaes ~ 
Edison Lamp Works .......... 
Pe, Pere 

Elastic Tip Co. 
Erie Tool Works 


Evansville Tool Works, Inc..... 

PP Govan nae sce heckicess 
F 

Fay Companys, TRE .2.0s0s02%% 


Federal Enameling & Stamping 
CG iia weks 4 Ftd c ewe daekuee 
ce eee ee 
Pitagereld Mig. Co. .....ccees 
Florence Stove Co............. 
Py GO od iiiskscdie nce 
Fowler & Union Horsenail Co... 
Franklin Hotel, Benjamin...... 
a 
pa eee 
Frund Rubber Co. ...... 


G 

CNR NS aig aw saseuaras ose 
Gardiner Metal Co. .......... 
Gem Safety Razor Corp....... 
General Electric Co., Nela Park 
General Electric Co., Bridgeport, 

Conn. 
General Naval Stores Co., Inc. 
George Pottery Co., W. S..... 
Gilbert & Bennett Mfg. Co..... 


| Gillette Safety Razor Co....... 
Goodyear Tire & Rubber Co.... 


Granite State Mowing Mach. Co. 
Gray @& Dudley Co. «..i«.-0.. 
Greenfield Tap & Die Corp..... 
COIR CRs. aa sss sccins cisiee 


H 
Hamilton Beach Mfg. Co....... 
Hanover Wire Cloth Co. ...... 
Hazard Insulated Wire Works 
Div. of the Okonite Co....... 
Health Guard, Inc............. 
2 eee 
Hill Clothes Dryer Co. ........ 
Bs ON, o.60 cvccvccns 
Hieiiead Mile. Co... scsesese 
Hoppe, Inc., Frank A......... 
ME Sh cicasccaeceonnne 
I 
Imperial Bit & Snap Co.. 
Independent Lock Co. ......... 
Indiana Steel & Wire Co....... 
International Harvester Co. of 
pO a ee eee ee 


S 


Johnson’s Laboratories, Inc... . 


K 


| Keystone Steel & Wire Co..... 


Klein & Sons, M. 
Knapp Monarch Co. .......... 


L 
Ladd’s Discount Book, J. Fred. 
Wright, Publisher .......... 
Landers, Frary & Clark....... 
Libbey, Owens, Ford Glass Co. 
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Limestone Products Corp. of 

DE, GOR. 5:4:60%04086-0545 
Lincoln-Schleuter Floor Machine 

ARE ES a Eater 
Lindsay Light Co. 
IES ociica do ndindseeces a 
Livermore Falls Glove Co....... 
Lockwood Hdwe. Mfg. Co..... 
Lufkin Rule Co. 


M 


McKinney Mfg. Co. .......... 
pe "| ee 
Mansfield ‘Tire & Rubber Co... 
Martin-Senour Co. 
Marvel Rack Mfg. Co. ....... 
NE BE GD. ook 6. 0.8'6:60:00 25 
Master Products Co. .......... 
PENNE Bec nncnesonsr00400 ‘ 
Metal Sponge Sales Corp....... 
Mid-States Steel & Wire Co..... 
Miller, Inc., Robert E. ....... 
Minnesota Mining & Mfg. Co... 
Moore Push Pin Co........... 
Morse Twist Drill & Machine 


Mossberg & Sons, Inc., O. F... 
Moulton Ladder Mfg. Co....... 
Murphy’s Sons Co., Robert .... 
Myers & Bros. Co., F. E....... 


N 


National Carbon Co., The ...... 
National Lead Co. ......2.02.. 
pe 2 > rr 
National Screen Co. 
New Haven Clock Co. ........ 
Newton Mfg. Co. 
New York Wire Cloth Co..... 
Nicholson File Co. 
Noma Electric Corp. .......... 
Northwestern Barb Wire Co... 
Norton Door Closer Co. 
Norton-Pike Co. 


Oilmatic Glass Cutters, Inc... 
Okonite Co., The 


ee re 


Peck, Stow & Wilcox Co....... 
Penn Hotel, William ......... 
Perfection Stove Co. 
Peters Cartridge Co. 
Pittsburgh Plate Glass Co. 

SND 56.0.600.0056-3.5 80.00% 
Pittsburgh Plate Glass Co. 

(Rennous-Kleinle Div.) 
Pittsburgh Steel Co. .......... 
Plymouth Cordage Co. ........ 
Plymouth Rubber Co., The..... 
Premax Sales Division 
Premier Chemical Co. 
Progressive Mfg. (. ........ 


R 


| Radiant Products, Inc. ........ 


Radio Steel & Mfg. Co: ....... 
Railway Express Agency ...... 
Raybestos-Manhattan, Inc. (Ray- 

bestos Div. 
Remington Arms Co., Inc...... 
Republic Steel Co. (Upson Nut 

0 i a re 
Reynolds Wire Co. ..........-. 
Robertson, Arthur R. ......... 
Robertson Steel & Iron Co., 

We. Sade ddvdeseees sh 6a0 


| Rochester Mfg. Co., Inc....... 
| Rochester Sash Balance Co., Inc. 
| Ruby Chemical Co. ...........-- 


| Rugg Co. E. T. 


| Russell 


| Schalk Chemical Co. 
Fi Bclinte Mie. CO. c.6ccciccsccaes 
| Shapleigh Hardware Co. 


nN 
“N @ 





| Yale & Towne Mfg. Co. 
ae oS gt. Sr rr 


Russell, Burdsall & Ward Bolt 

FRE Ge ao dete ds cranes 
Electric Co. 
Russia: Cement Gs 6 iccisa ssn 


S 
Samson Cordage Works 
Sandvik Saw & Tool Corp. .... 
Savage Arms Corp. 


Sheffield Bronze-Powder & Sten- 
cil Co. Oe er eee 
Shepard & Moore, Inc. ...... 
Sherman Mfg. Co., H. B. 
Signal Electric Mfg. Co....... 
Ee ae eee 
Simmons Hardware Co. 
Simonds Saw & Steel Co. ...... 
Smith, Inc., Landon P. ........ 
Smith & Son, Seymour ....... 
Snell Mfg. Co. . 
So-Lo Works ..... 
Standard Tool Co. ...........:. 
Stanley Rule & Level Plant 
Stamley Wes «access vsvncces 
Staples & Co., Inc., H. F. 
Star Brush Mfg. Co. .......... 
Stay-Tite Products Co. ....... 
Steel Builder Co., Inc. .. 
Stevens Arms Co., J........-- 
Stewart Iron Works, Inc. ..... 
Stewart-Warner Corp. 
Stoeger, Inc., A. F. .i.2.2c0s. 
Stover Mfg. & Engine Co. .... 
Superior Spring Hinge Co. .... 
Suan Batber Ca... onc cs0cc0s 


T 
Taylor Instrument Co. ........ 
Tennessee Corp. 
Thibaut & Walker Co. ........ 
Three-in-One Oil Co. 
Tilette Cement Co., Inc. ....... 
Tower Mbe. CO. .osis080s000 
Tubular Rivet & Stud Co. 


U 
U. S. Steel Corp., Subsidiaries, 


9, 13, 


Union Fork and Hoe Co. ...... 

Union Hardware Co. .. 

U. S. Stamping Co............ 
Vv 

Van Cleef Bros. ....2.-csvers 

Vaughan Novelty Mfg. Co., Inc. 


WwW 
Walker-Turner Co., Inc. ...... 
Warren-Telechron Co. ......... 
Western Cartridge Co. ........ 
Westfield Mfg. Co. .... 
Westinghouse Elec. & Mfg. Co. 
Westinghouse Lamp Co. 
WB isc sascsascnissens 
Wickwire Bros. 


Wickwire Spencer Steel Co. ..65, 


Williams Co., The ........... 
Winchester Repeating Arms Co. 
Wonder Weeder Co. .........- 
Wood Shovel & Tool Co. ...... 
Wooster Brush Co. 
Worthington Co., Geo. ........ 
Wright Steel & Wire Co., G. F. 
Wrought Washer Mfg. Co. .... 


Y 


81 
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15 
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THE ADVERTISERS INDEX is 


NOVEMBER 22, 


1934 


hitehed 





asa i and not a6 @ part of the advertising contract. Every 
Neo allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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HILL CLOTHES DRYER CO., Inc. 


R Manufacturers 
a of the famous: 
Hill Champion, Eureka 
Atlas Style D 
Spartan Style H 





and Roof Dryers 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 


New York Distributor 
H. Kornahrens, Inc. 


MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 
YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top hinges 
clamped over top—% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in. Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 

West. approx. 3 lb. per ft. 

EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 
Somerville Mass. 











OFAIN Wizarp Junior 
TAPE-RULE 





Its popular price and imme- 
diate appeal make it another 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
l6ths, is manually operated in 
a case only 17%” in diameter. 


THE [UFKIN foULe (9. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 





No. 1686 — 72” 
Wizard Junior 
75 Cents Each 











Ss SHIELD BRAND DRILL SETS & 





Packed in a neat leatherette 
case. No delay or confusion 
in hunting for the correct size 


drill. 


A QUICK SELLER 


THE STANDARD TOOL (0 


: New York S&S 





CLEVELAND Chicago 














Ray bealoa N attractive, fast-moving 
a= ga item. Descriptive folder 
f by: and prices from your 
jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhatten, Inc. 
BRIDGEPORT CONN. 


en 





WICKS 























To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. 


WATERPROOFED - GUARANTEED 























Ask your REMCO PRODUCTS | 
Jobber 
and Ree Se THT uemousteny c~ 
see that 
our Trade- adeus me Robert E. 
Mark SS oS » Miller, Inc. 
appears CAMPINGO NOL Ome Pace ab ad he were “$ Domes of 
on each e & = RB 2) Silence, Inc. 
package. STOVE —f HEATER = RUBBER CUSHION CLIDES way i Swedish Optimus 
If he is J “=r. Pad ee fA Co., Inc. 
not supplied rors wom ‘BORAK 35 | oan, 
—write us. ip A eee ew York, 
KEROSENE LANTERN sipaibanis cavepenapeaetene I N.Y. 











HARDWARE AGE 
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NO 





IT STICKS 
IT HOLDS 
IT LASTS 


NOVEMBER 22, 1934 





HIGH and FAST 
Late Fall Gunning 


Means More Demand for 


WINCHESTER 


TRADE MARK 


SUPER SPEED 
SHOT SHELLS 


; AY-UP, high-winging, big-flight ducks and geese—Ilate 

starters along South-bound travel lanes . . . far-off win- 
terclad turkeys, foxes, white hares .. . long range deer in leaf- 
stripped shotgun states . . . when odds seem all against your 
hunter customers—then are they glad you suggested Winchester 
Super Speeds! 


These great shells snatch up the challenge of “too far to 
take” —hungrily... flash their deadly, clean-killing wallop truly 
amazing distances. Greater speed, longer range, harder hitting, 
scientifically balanced—giving magnificently uniform co-ordi- 
nated super’service minus excessive recoil. Not intended for 
short range. 


SEASONABLE SELLERS NOW 


Sell Winchester lacquered Leader Super Speeds, for all- 
weather long distance shooting. Full range of loads, 10, 12, 
16, 20 gauge. In Repeater Super Speeds sell the same full 
range, plus 28 gauge and .410. In Repeaters also, for deer 
hunting with shotguns sell the special buckshot and single 
ball loads—not to forget the work they’ll do on black bears, 
wild hogs, cougars. 


The late, wintry, long range season is just the 
time for Winchester Super Speeds to shine! Keep 
stocked through your regular jobber. Have them 
for Holiday hunting trips and . . . you Southern 
dealers, right through to the season’s close. Order 
by load number and give exact specifications. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN CONN., U.S. A. : 


Attractively and conveniently 
packaged. Splendid display 
value, coupled with easy 
handling. 





HARDWARE AGE 








